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info view 
Encouraging Adaptive 
Competence 
information professionals and SLA alike must 
adapt to current disruptions and prepare for 
new ones if we are to remain relevant. 
BY CINDY ROMAINE, SLA PRESIDENT 
In early 2010, Iceland’s barely pro-
nounceable Mt. Eyjafjallajokull erupted. 
The volcano produced a spectacular 
lighting storm and spewed ash across 
Northern Europe, creating an enor-
mous disruption in air traffic between 
Europe and North America. 
I see similar disruptions in the infor-
mation industry. We have seen every 
link in the chain of information—find-
ing, selecting, and disseminating— 
undergo tectonic shifts. Each of these 
shifts has pointed in the direction of 
continued, accelerated change. In fact, 
one business process consultant told 
me we could see more change in the 
next five years than we have seen in the 
last half-century. 
I don’t have to tell you that we need 
to take a proactive stance to thrive in 
this new landscape. It’s because of this 
disruption that I’m encouraging YOU to 
do what it takes to be ”future ready”— 
in your company, in your work activi-
ties, and in our association. 
As I’ve emphasized this year, we 
need to stay focused on preparing for 
the future. My theme, Future Ready, is 
an attitude. It says I’m adaptable, I’m 
flexible, I’m confident, and I’m con-
stantly expanding my skills. 
Future Ready is also a skill set that 
embraces change and tries new things. 
Being future ready means adapting to 
the disrupted environment and align-
ing with emerging opportunities in the 
information industry and beyond. 
Future Ready is also a north star—it’s 
something we may never quite reach, 
but it’s an aspiration worth reaching 
for. Being future ready enables us to 
respond effectively to a never-settled 
landscape full of volcanoes, tsunamis, 
and earthquakes, big and small. 
Adaptive Competence 
Recently, as I was mulling over the 
idea of what it means to be ready for 
the future, I came across an article on 
the NPR Website (Lachs 2011) about a 
woman named Helen Reichert. Helen 
is 109 years old. I couldn’t help but 
think, what’s her secret? A thousand 
calories a day and an hour of yoga? 
According to her physician, Mark 
Lachs, diet and exercise have noth-
ing to do with it. “No, Helen Reichert 
likes chocolate truffles,” he wrote. “Her 
favorite beverage is Budweiser. And 
she once announced… that she was 
thinking about smoking again. When I
protested, she reminded me that she 
has outlived several other physicians 
and told me to mind my own busi-
ness.” 
The key, according to Dr. Lachs, lies 
in “a powerful trait geriatricians call 
adaptive competence.” 
Now, you can’t live to be 109 years 
old without life throwing you a few cur-
veballs along the way. But you rebound 
and you keep going. You get good at 
adapting, even if it just means breaking 
in a new doctor with threats to buy a 
pack of Marlboros. Adaptive compe-
tence is the ability to respond positively 
to a rapidly evolving environment and 
come out better for it. If you embrace 
change, rebound, and keep going, then 
you’re future ready! 
From Drought to Deluge 
In our lifetimes, we’ve seen information 
go from drought to deluge. In fact, this 
phenomenon is so prevalent that in 
March, “information deluge” was fea-
tured on the cover of Newsweek maga-
zine, and the Economist published an 
article titled “Too Much Information” in 
its June 30 edition. 
Our clients can’t drink from this fire 
hose of information without drowning. 
They prefer single-serving snippets that 
are easy to digest and spot-on rel-
evant. This is creating some extraordi-
nary opportunities for people who find, 
assess, and organize information. We 
are being called on to summarize data, 
turn it into an Acrobat file, post it to 
a wiki, and tweet it before lunch. Our 
future ready skills are becoming more 
and more essential. 
In my role as president of SLA, I have 
worked hard to get out of the office 
and travel to meet members. I have 
visited chapters large and small, where 
many of you have shared stories about 
we are being called on to summarize data, 
turn it into an Acrobat fle, post it to a wiki, 
and tweet it before lunch. 
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info view 
new roles that our predecessors never 
would have imagined. Some of you 
are working with pattern recognition; 
others are being pulled into archiving 
and curation. Here are more examples 
of job skills and titles I’ve heard about 
recently: 
•	 Data librarianship 
•	 Knowledge strategist 
•	 Developing and refining taxonomies 
•	 Digital user experience librarian 
•	 Cybrarian 
•	 Social media researcher 
•	 Real-time marketing 
•	 Content manager 
•	 Trends researcher 
Let’s continue to develop new roles 
for our skills. Let’s go where the mar-
ket takes us, because that definitely 
requires being future ready! 
SLA in 2014 
Let me wrap up by talking about how 
SLA itself is working to be more adapt-
able and agile. As a member-driven 
organization, we need to embrace a 
different point of view in a more digital, 
more social, and more interconnected 
world. Information that once was known 
only to membership organizations is 
now freely available on the Internet, 
and learning programs are popping up 
faster than you can say “do it at your 
desktop.” 
For SLA to stay relevant, it will have 
to confront the disruptive forces of
social networking, distributed collabo-
ration, and more. To address this chal-
lenge, the SLA Board of Directors held 
two strategic vision brainstorming ses-
sions prior to the annual conference in 
Philadelphia. It was very messy. By the 
time we finished there were shredded 
spreadsheets on the floor and an ava-
lanche of Post-It notes on easel boards, 
and the distinct aroma of too much 
magic marker hung in the air. 
It was hard work, but it was exciting. 
In those two sessions, the board did the 
following: 
•	 Developed a strategic vision for SLA 
for the next three budget cycles; 
•	 Brainstormed new ways to collabo-
rate with partners and sponsors; 
•	 Looked at just about every aspect of 
our “reason for being”; and 
•	 Debated how we can be future ready 
as a group. 
The session reports are still in prog-
ress, so I can’t give you the final word 
quite yet. But, I will say this: it won’t 
be your father’s Oldsmobile. We are 
going through a transformation, and 
we will come out better for it. Also, I
have appointed a task force composed 
of John DiGilio, Alex Feng and Cynthia 
Berglez to review and make recommen-
dations to modify our continuing educa-
tion model. The board is committed to 
keeping you involved and informed of 
our progress, so expect to hear more 
about the new strategic vision shortly. 
I’ve shared some thoughts about dis-
ruption in our industry and what we can 
do about it. We know we need to adapt, 
both as individuals and as a collective 
group. We all know that the opportuni-
ties are out there. If we use our wits and 
our proven skills, we will find that we 
are, indeed, future ready! SLA 
REFERENCES 
Lachs, Mark. 2011. “Want To Live To 100? Try 
To Bounce Back From Stress.” Washington, 
D.C.: National Public Radio, April 11. 
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info newS 
NEW PROFESSIONAL  COMMUNITY  ·  E-READER OWNERSHIP  
Dow Jones Forms Community 
of Knowledge Professionals 
With thousans of librarians on hand in 
Philadelphia to attend the 2011 SLA 
Annual Conference & INFO-EXPO, Dow 
Jones announced at the convention’s 
closing session that it was forming a 
community of “knowledge profession-
als” to share ideas and experiences 
with each other and advance their pro-
fessional development. 
The Dow Jones Knowledge 
Professionals Alliance will comprise 
librarians and information professionals 
who “appreciate the impact and power 
of authoritative information applied to 
research, market intelligence and orga-
nizational strategy.” Alliance members 
will be able to take advantage of a 
toolkit, Webinars, white papers, and 
industry news alerts, all chosen specifi-
cally for the group’s use. 
SLA is one of three association part-
ners of the alliance; the other two are the 
Association of Independent Information 
Professionals and the Lubuto Library 
Project. Members of these associations 
are encouraged to become members 
of the alliance, subscribe to its e-news-
letters, and answer its online survey 
questions. 
For more information, visit
know.dowjones.com. 
E-Reader Ownership 
Doubles in Six Months 
More than twice as many U.S. adults 
now own an e-reader than did near 
the end of last year, but sales of tablet 
computers such as iPads leveled off 
during that same period, according to a 
recent survey. 
The Pew Internet & American Life 
Project found that 12 percent of U.S. 
adults owned an e-book reader in May 
2011, up from 6 percent in November 
2010. Tablet computers, on the other 
hand, had a market penetration rate of 
8 percent, roughly the same share as 
in January. 
Cell phones are the most popular 
digital devices among U.S. adults—83 
percent say they own at least one, 
followed by desktop computers (57 
percent) and laptops (56 percent). Just 
3 percent report owning both a tablet 
computer and an e-reader. 
The survey results confirmed that 
laptops are slowly but surely replacing 
desktops as the computer of choice in 
the United States. In November 2010, 
desktops were still preferred (61 per-
cent to 53 percent), but laptops are 
favored by adults under the age of 30 
and are becoming more popular among 
older adults as well. 
For more information, visit pewinter-
net.org. 
College Librarians Value 
Role in Information Literacy, 
but Faculty Demur 
An overwhelming majority of directors 
of academic libraries consider teaching 
information literacy skills to undergradu-
ates to be a very important role for their 
libraries, but faculty members are con-
siderably less enthusiastic, according 
to surveys conducted by Ithaka S+R, a 
consulting firm that specializes in online 
teaching and scholarship issues. 
More than 250 library executives at 
four-year colleges and universities com-
pleted the Ithaka S+R Library Survey, 
which was conducted late last year to 
identify the directions in which adminis-
trators want to take their libraries. Ithaka 
researchers compared the results of the 
library survey to those of a 2009 poll of 
attitudes of faculty members and found 
areas of broad agreement as well as 
divergence, including the following: 
• More than 90 percent of library 
directors at all types of institutions 
see supporting teaching and learn-
ing as one of their primary missions, 
and many would also like to work 
more closely with faculty members 
on supporting classroom instruction. 
However, fewer than 60 percent of 
faculty members value the library for 
its teaching support role. 
• A sizable number of library directors 
(more than 75 percent) feel strongly 
that their libraries should be seen by 
users as the principal starting point 
in the discovery process, though 
they recognize that faculty members 
and students increasingly are using 
non-library resources to access 
information and content. Only 65 
percent of faculty, however, think it 
is important for libraries to be viewed 
as portals to information. 
• Librarians and faculty agree on the 
library’s leading role as a purchaser 
of materials. Electronic journals are 
already a significant budget prior-
ity for many libraries, and library 
directors say they envision spending 
more on digital materials and com-
mensurately less on printed materi-
als in the years ahead. They expect 
in five years to essentially complete 
the transition to an electronic format 
for journals acquisitions, at which 
point they will be spending nearly 
half their books budget on electronic 
books. 
The 2010 survey also found that
library directors foresee research and 
teaching support and facilitation func-
tions to become more important over the 
next five years and collections acquisi-
tions and preservation to become less 
so. On a related note, most librar-
ians say they have become comfortable 
with deaccessioning or moving offsite 
their printed journal collections, though 
this did not occur until after they had 
secured reliable digital access to copies 
of these materials. This is not yet the 
case for books, however, although a 
significant portion of respondents would 
be willing to consider deaccessioning or 
moving offsite their printed books col-
lections if the proper preservation and 
access infrastructure is put in place. 
For more information, visit www. 
ithaka.org and click on “Library Survey 
2010.” SLA 
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S L A F E L L O W S · V O R M E L K E R A W A R D 
Five Named Fellows for 
Leadership, Innovation 
and Service 
A trained chef, an award-winning intra-
net developer, and an oft-published 
writer are among the latest information 
professionals to be named Fellows of 
the Special Libraries Association. 
Kate Arnold, Leoma Dunn, Karen 
Huffman, James King, and Marlene 
Vogelsang were recognized by their
peers in Philadelphia as they were 
called to the stage at the opening 
ceremony of the 2011 SLA Annual 
Conference & INFO-EXPO. SLA bestows 
the title of Fellow on mid-career profes-
sionals in recognition of their past ser-
vice and in anticipation of their valuable 
contributions and leadership well into 
the future. 
Arnold, a trained cordon bleu cook, 
joined SLA in 1999 and is currently the 
patient information director for Cancer 
Research UK. She recently completed 
her second term as president of the SLA 
Europe Chapter and served on the SLA 
Board of Directors from 2006 to 2009. 
She has been instrumental in promoting 
SLA at other industry conferences, such 
as Online Information in Europe, and 
has served on the Program Committee 
for the Online International Conference 
in London (2000-2004) and chaired the 
British Standards Institute’s Knowledge 
Management Committee (2004-2006). 
Dunn, an SLA member since 2001, 
is the assistant library director at the 
Thomas More College Library. She just 
completed a term as president of the SLA 
Kentucky Chapter and currently serves 
both the Academic and Information 
Technology Divisions as treasurer. She 
received the 2009 Special Librarian of 
the Year Award from the Special Section 
of the Kentucky Library Association 
(KLA) and the 2000 Outstanding Staff 
Award from Lexington Community 
College. She is active outside of SLA as 
well, serving as president of KLA. 
Huffman works for the National 
Geographic Society in the Information 
Systems & Technology Division, provid-
ing hosted solutions and mobile applica-
tions and developing customized solu-
tions for groups within the organization. 
Her work was recognized in 2007 with a 
Nielsen Norman Award for the Top Ten 
Intranets and in 2001 with the Dean’s 
Award from the University of Maryland’s 
College of Information Studies for her 
historical newspaper project. Since join-
ing SLA in 1999, she has been a found-
ing member and chair of the Knowledge 
Management Division, played a key
developer role in SLA learning initiatives 
(such as 23 Things), facilitated flexible-
format programs (including unconfer-
ences), and taught Click University 
classes on wiki space management. 
She was honored with the Lexis Nexis 
Innovations in Technology Award 
in 2007 and the Washington, D.C. 
Chapter Member of the Year Award in 
2003. She is an adjunct professor in 
Catholic University’s library program 
and an advisory board member in the 
University of Buffalo’s library program. 
King, the information architect at the 
National Institutes of Health (NIH), has 
been active in SLA since joining the 
association in 2001. He speaks regu-
larly at industry conferences, including 
Computers in Libraries and the SLA 
Annual Conference, and has been a 
popular speaker at library programs at 
the Catholic University of America. He 
recently finished serving as president of 
the Washington, D.C. Chapter, and was 
presented with the 2006 Lexis Nexis 
Innovation in Technology Award for
his work to bring Web technology and 
leadership to the chapter. He has held 
various positions on a number of com-
mittees and councils, including serving 
as convener of the Information Futurists 
Caucus. 
Vogelsang, a resource specialist at the 
Pacific Energy Center, has volunteered 
extensively at the unit and association 
level since joining SLA as a graduate 
student in 1987. She served as the San 
Francisco Bay Region Chapter presi-
dent in 2000-2001 and is known for 
her mentoring work within that chapter; 
currently, she chairs the Petroleum
and Energy Resources Division, hav-
ing served the division for many years 
in a variety of capacities. At the SLA 
Centennial Celebration in 2009, she 
was presented with the ProQuest Dialog 
InfoStar Award in recognition of her 
effective marketing programs at her
organization and her tireless devotion 
to improving her professional skills. She 
has published several articles, including 
“Web Resources for Energy Efficient 
Appliances,” which appeared in Home 
Energy, a monthly journal. 
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New SLA Fellows Leoma Dunn (left), Kate Arnold, Karen Huffman, James King, and Marlene Vogelsang 
acknowledge the applause from their peers at the opening session of the 2011 SLA Conference & 
INFO-EXPO. 
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Talley, Tapiero Receive 
Vormelker Award 
Two longtime SLA members with 
histories of helping open doors for
younger information professionals have 
been honored by the Special Libraries 
Association. 
Mary Talley and Judith Tapiero have 
been named recipients of the Rose L. 
Vormelker Award, which is presented to 
SLA members for exceptional service to 
the information profession through the 
education and mentoring of students 
and working professionals. Talley and 
Tapiero were honored for their dedica-
tion to guiding others within the asso-
taken a personal interest in engaging 
with information science students and 
has organized sessions for practicing 
information professionals to speak per-
sonally with current and prospective 
MLIS students. Last year, she organized 
and conducted a job search workshop 
for University of Maryland graduate stu-
dents to enable them to practice writing 
resumes, participating in interviews,
and exploring potential career paths. 
She has held several leadership roles in 
the Maryland Chapter and at the asso-
ciation level, where she is a member 
of the Student and Academic Affairs 
Advisory Council. SLA 
Info File 
Writing for Information Outlook 
Information Outlook welcomes queries from authors 
about articles of interest to information professionals. 
For writer’s guidelines and a current editorial calendar, 
see www.sla.org/WriteForiO or write to editor@sla.org. 
Please allow six to eight weeks for acceptance. 
Letters to the Editor 
Comments on articles or opinions on any topic 
of interest to information professionals may be 
submitted as letters to the editor. They should be 
sent to editor@sla.org, with a subject line of “letter 
to editor.” All letters should include the following: 
writer’s name, SlA volunteer title (if applicable), 
city and state/province, and phone number. (We 
won’t publish the phone number, but we may wish 
to call for verifcation.) letters may be edited for 
brevity or clarity—or to conform to the publication’s 
style. letter writers will have an opportunity to ap-
prove extensive editing prior to publication. 
Permissions
ciation and for serving as 
conduits to area library
schools and as mentors 
on the personal level. 
Talley, who has more 
than 25 years of profes-
sional experience and 
runs her own information 
services consulting com-
pany, joined SLA in the 
late 1980s. As president P
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Judith Tapiero (left) and Mary Talley receive the Rose L. 
Vormelker Award at the opening session of the 2011 SLA Annual
Conference & INFO-EXPO. 
Authors may distribute their articles as photocop-
ies or as postings to corporate intranet or personal 
Web sites—for educational purposes only—without 
advance permission. in all cases, the reprinted 
or republished articles must include a complete 
citation and also reference the URl www.sla.org/ 
content/Shop/information/index.cfm. 
For permission to reprint Information Outlook
articles in other publications, write to editor@sla. 
org. include the issue in which the article was 
published, the title of the article, and a description 
of how the article would be used. 
Subscriptions 
Print subscriptions are available for US$ 160 per 
year in the United States and US$ 175 outside 
the United States. To order a subscription, visit 
www.sla.org/merchandise. Click on “Publications” 
in the left column under “Categories,” then scroll 
down to “information Outlook Subscription.” 
There is no discount to agencies. 
Bulk subscription orders may be sent by postal mail 
to: information Outlook Subscriptions, 331 South 
Patrick Street, Alexandria, vA 22314, USA. enclose 
payment with the order to avoid delays in activation. 
Online subscriptions are included with membership 
and are not available to non-member subscribers. 
Claims 
Claims for missing issues should be sent to 
subscriptions@sla.org. Claimants should include 
full name and address of the subscriber and 
volume and issue numbers of missing issues. 
Provision of additional information—such as pur-
chase date of subscription, check number, invoice/ 
account number—may reduce processing time. 
Membership 
inquiries about SlA membership should be sent to 
membership@sla.org. 
To update your address or other account informa-
tion, to join SlA, or to renew your membership, go 
to www.sla.org/content/membership and select the 
appropriate item from the menu in the left column. 
of the Washington, D.C. 
Chapter, she is spearhead-
ing an initiative to offer 
high-quality programming 
for professional develop-
ment and networking.
She has chaired numer-
ous professional develop-
ment events and panels 
for the chapter, including 
Professional Enhancement 
Day (2007-2009). She 
was a co-recipient of the 2008 SLA 
research grant, which she used to 
conduct a study called “Models of
Embedded Librarianship.” She writes 
and speaks about embedded librari-
anship, presents at SLA conferences, 
and has been published in a variety of 
industry journals. 
Tapiero, president and founder of 
a consulting firm that helps organize 
information centers for small business-
es and nonprofit foundations, has been 
an SLA member since 1988. She has 
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The e-Book RevoLuTion 
A Golden 
Opportunity for 
Librarians 
iF MAnAGeD WiSely, ADDinG eleCTROniC BOOkS TO A COlleCTiOn 
CAn OPen DOORS TO neW BeneFiTS AnD SeRviCeS FOR liBRARy ClienTS. 
BY JUSTINE WHEELER, MLIS 
T he rise of e-books in the library market has been nothing short of revolu-tionary. Librarians have 
embraced e-books for their ease of 
archiving, capacity to allow simulta-
neous multi-user access, and ability 
to expand library collections without 
encroaching on valuable library space. 
The increased availability of popular 
fiction and non-fiction has received 
much attention, but according to a 
report from Simba Information about 
professional publishing in the digital 
age, “e-books are demonstrating explo-
sive growth in the professional scholarly 
market as print sales subside.” In fact, 
Simba estimates that professional and 
scholarly books account for 75 percent 
of the e-book market (Strempel 2011). 
This makes sense when one con-
siders that many of the features and 
enhancements that make e-books
so appealing are geared to “not-for-
entertainment” reading. For instance, 
our clients can mark up our e-books, 
change the size of the font and view 
multi-media content integrated within 
the book. Researchers can create their 
own virtual “bookshelf” that not only 
allows them to quickly retrieve known 
books but also use keywords to search 
across customized collections of books. 
Of course, not all of these features 
are available for all e-books at the 
moment—though the educational field 
appears to be leading the way in this 
regard—but they’re coming, and we 
JUSTINE WHEELER is director of commerce, society 
and public policy in the Office of libraries and Cultural
Resources at the University of Calgary. She can be 
contacted at jwheeler@ucalgary.ca. 
need to be prepared for their arrival. 
Not surprisingly, as e-book sales
increase, so, too, do sales and use of 
e-readers and tablets. A June 2011 
Pew report found that e-reader own-
ership in the United States doubled 
from 6 percent to 12 percent between 
November 2010 and May 2011 (Purcell 
2011). And let’s not forget that an 
e-reader isn’t the only way to read an 
e-book. Our clients have a multitude of 
e-book platforms from which to choose, 
with single-function devices such as 
the Kindle, Sony Reader and Kobo 
facing stiff competition from multi-func-
tion device options such as the iPad, 
Android and Blackberry. 
Still, despite the excitement and hype 
surrounding e-books, some librarians, 
publishers, authors and consumers of 
information have concerns about them. 
These concerns center on choices
and limitations related to areas such 
as access, ownership, interoperabil-
ity, preservation, licensing, and digital 
rights management (DRM). Permeating 
all of these issues are questions sur-
rounding the viability of e-book publish-
8 INFORMATION OUTLOOK V15 N05 JULY/AUGUST 2011 
 
	 	 	 	 	
 
 
	 	 	 	 	
    
	 	 	 	 	 	 	 	
	 	 	 	 	 	 	 	
	 	 	 	 	 	
ing. Recently, the president of Harper 
Collins, Josh Marwell, started a vigor-
ous debate by writing an open letter 
to librarians in which he asserted that 
the current policy of buying e-books 
in perpetuity, “if left unchanged,
would undermine the emerging e-book 
ecosystem”(Hadro and Fialkoff 2011). 
Within this context, this issue of
Information Outlook offers insights from 
three librarians about navigating the 
e-book environment. Sue Polanka pro-
vides us with a compelling case for 
the inclusion of e-books in a library 
collection by giving us a glimpse of the 
possibilities and potential of e-books. 
Susannah Tredwell’s article, “The Use 
of E-Books in Law Libraries,” illus-
trates that a one-size-fits-all approach 
to e-books doesn’t work in the world 
of special libraries. Finally, Christine 
Stamison’s “Developing a Sound E-Book 
Strategy” provides us with practical 
advice for creating and implementing 
our own approach to e-books. 
Together, these articles demonstrate 
that, if managed wisely, adding e-books 
to our collections provides a golden 
opportunity for us to demonstrate yet 
another way that libraries and informa-
Photo by Mark Reinertson, The Photo Group. 
tion specialists can help clients find, 
use and synthesize information. SLA 
REFERENCES 
Hadro, J., and F. Fialkoff. 2011. Harper Collins, 
OverDrive Respond as 26 Loan Cap on Ebook 
Debate Heats Up. Online article, March 1. 
Library Journal.com. 
Purcell, K. 2011. E-reader ownership doubles 
in six months. Report overview. Washington, 
D.C.: Pew Internet & American Life Project. 
Strempel, D. 2011. Professional Publishing in 
the Digital Age: E-Books in Libraries. Rockville, 
Md.: Simba Information. 
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The e-Book RevoLuTion 
Developing a 
Sound E-Book 
Strategy 
eleCTROniC BOOkS ARe GROWinG in POPUlARiTy, BUT liBRARiAnS MUST COnSiDeR
A WiDe RAnGe OF iSSUeS BeFORe DeCiDinG TO ADD e-BOOkS TO TheiR COlleCTiOn. 
BY CHRISTINE M. STAMISON, MLIS 
E -books are among today’smost prevalent topics of dis-cussion in the information and publishing industries,
and for good reason—revenues from 
sales of e-books during January 2011 
were up roughly 115 percent over sales 
in January 2010, rising from US$ 32.4 
million to US$ 69.9 million (Association 
of American Publishers 2011). Each day 
brings the arrival of new e-book readers, 
with each one offering more bells and 
whistles, better screen resolution, and 
the ability to handle multiple formats. 
Library associations, meanwhile, are 
emphasizing the importance of e-books 
by hosting numerous sessions about 
e-book acquisition, management and 
collection at their conferences. 
These developments are putting 
libraries under pressure to add e-books 
to their collections. Because e-books 
function differently from e-journals, it 
is critical to devise a strategy for them 
before embarking on an acquisitions 
process. 
Internal Considerations 
First and foremost, it is essential to 
evaluate the level of departmental and 
technical support available in your spe-
cific library landscape. Some libraries 
have the necessary level of support to 
allow librarians to pick and choose their 
approach, but information professionals 
acting as solo librarians need to be real-
istic about the amount of time and effort 
they can invest in e-book development. 
With this in mind, there are two major 
approaches to e-book acquisition and 
management: staff mediated and patron 
driven. In the staff-mediated model, 
the information provider manages the 
acquisition process from beginning to 
end. Contrastingly, in the patron-driven 
model, the management and purchas-
ing of e-books are pushed out to the 
end user. In many cases the end user is 
assigned a procurement card, although 
the library typically creates a deposit 
fund to cover purchases and sets a cap 
on pricing. Many libraries, especially 
those in academic settings, use both 
approaches. 
Next, take your library’s budget into 
consideration. Moving to an e-format 
often requires an initial outlay of capital 
CHRISTINE STAMISON is the senior customer relations manager with Swets, where she follows and analyzes 
important trends in the information field and provides suggestions for relevant product improvements and 
the incorporation of new services. Christine has been with Swets for 18 years; previously, she worked in 
academic library settings at the University of illinois–Chicago and University of Chicago. She can be reached 
at cstamison@us.swets.com. 
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for equipment; some e-titles can also 
be more expensive than their printed 
counterparts, depending on publish-
ers’ licenses. What can your budget 
tolerate? 
You will need to determine whether 
your library will duplicate print hold-
ings or acquire new titles with e-book 
purchases. Many book vendors can run 
reports for libraries that indicate which 
print titles are available in an electronic 
format. Also, many publishers offer
their e-books through subscription pro-
grams as well as for purchase, and your
library should account for this option in 
its budget. 
Selecting Hardware 
Once you have decided on an approach, 
it’s time to take hardware into account. 
Libraries that use computers and lap-
tops will not have much of an issue with 
e-book formats, as most publishers offer 
their books as PDF files. However, if your 
library is thinking of using e-readers, 
you will have to perform due diligence 
to ensure they are compatible with the 
e-books you purchase. E-readers often 
use a proprietary format, and while 
there are applications that can translate 
one format into another, they do not 
always work well. Therefore, it is better 
to invest in readers and hardware that 
accept multiple formats (PDF, HTML, 
and ePub, to name a few). 
Libraries that decide to move forward 
with e-readers will then need to deter-
mine whether to offer them on loan and 
institute a tracking process. Since every 
aggregator and publisher has different 
rules about renting, collaborate with 
them on a structure that will best serve 
your users. This should address the 
differences you will encounter among 
vendors—for instance, some will loan 
e-books for a period of days, others only 
for a matter of hours. This also holds 
true for downloading. 
Be sure to inquire about whether 
users receive full e-books or chapters 
of e-books. Libraries using a patron-
driven platform will also need to define 
the amount of bibliographic instruction 
necessary. 
The e-Book RevoLuTion 
A great e-book collection is not an end 
unto itself. Ultimately, users must be able 
to find the content they need.
Licensing Issues 
There are many considerations to take 
into account with respect to licens-
ing e-books. If your library already
has terms and conditions in place 
for electronic journals, you can follow 
suit with your e-book collection. If you 
are new to licensing, the American 
Association of Law Librarians (2011) 
and the International Federation of
Library Associations (2010) offer infor-
mation on the principles of electronic 
licensing. 
As with e-journals, your library will 
need to determine whether it wants 
perpetual access or perpetual owner-
ship. You will also need to decide what 
access rights you have in the event of 
cancellation. Other issues to address 
include the following: 
•	 Definition of an authorized user: 
•	 Chapter/e-book use for inter-library 
lending (especially important in a 
multi-site organization); 
•	 Fair use application; 
•	 Use for scholarly sharing; and 
•	 IP accessibility. 
What is very different about e-book 
licensing is the issue of digital rights 
management (DRM). DRM is access 
control technology used by copyright 
holders to limit the use of digital con-
tent. It sets maximum values for copy-
ing, sharing and printing. Those who 
favor DRM claim that it is necessary 
to curtail copyright infringement and 
avoid viruses, though opponents say 
it does neither. While some publish-
ers are beginning to loosen their DRM 
restrictions, they are still prevalent in 
the e-book trade. I recommend you 
review publishers’ DRM restrictions to 
ensure your library is willing and able to 
comply with them. 
Just in Time or Just in Case 
Many e-book publishers offer full front 
files (books from the current year) and 
subject-specific packages on a sub-
scription basis. Some offer a one-time 
purchase of content as well, includ-
ing back files. In an academic set-
ting, many libraries prefer to have an 
approval plan, which allows the library 
to develop a profile of subject areas or 
publishers and receive all e-book titles 
that meet such criteria. 
Several publishers and aggregators 
offer a pick-and-choose option as an 
alternative to e-book subscriptions,
thereby allowing libraries to pay as they 
go. It is important to “test drive” as 
many aggregators’ platforms as possible 
to learn the strengths and weaknesses 
of each product. Some aggregators even 
offer comparative pricing and licensing 
from multiple vendors for the same title. 
E-book publishers and aggregators are 
generally happy to provide trials and 
often include basic training and ongo-
ing assistance, so don’t hesitate to ask. 
User Access 
A great e-book collection is not an end 
unto itself. Ultimately, users must be 
able to find the content they need. This 
raises the question of whether your 
library will host content on its own serv-
ers, link to publishers’ sites, or utilize 
a combination of both approaches.
Libraries that have strict rules about 
linking to content outside of their fire-
walls will find it necessary to host the 
content; for others, linking to content on 
publishers’ or aggregators’ sites should 
be perfectly acceptable. 
The more ways a library provides 
access to content, the more likely the 
content will be discovered and used. 
Most libraries begin by deciding how 
to make the content available in their 
catalog. Will their e-book collections be 
cataloged at the title level or the collec-
tion level? If the cataloging is by title. the 
INFORMATION OUTLOOK V15 N05 JULY/AUGUST 2011 11 
 
	 	 	 	 	 	 	
 
 
	 	 	 	 	
	 	 	 	 	 	
	 	 	 	 	 	 	
	 	 	 	
	 	 	 	 	 	 	
 
 
   
	 	 	 	 	
	 	 	 	 	 	 	
	 	 	 	
 
 
    
	 	 	 	 	
	 	 	 	 	 	
 
 
The e-Book RevoLuTion 
When you are selecting content, be sure content, educate them on how to use 
the content, and showcase the value of to ask whether it is compatible with all your investment. 
of the other products in your library.
Strategy Highlights 
volume of e-books and the availability 
of storage space must be addressed, 
since many packages contain thou-
sands of titles. If the cataloging is at the 
collection level, how will the end user 
find the individual title? Finally, will the 
library load the MARC records from the 
e-book provider, or is more extensive 
cataloging necessary? 
Whether we like it or not, many library 
users will first search Google, so we 
may want to provide links from Google 
Scholar to our content. (Of course, this 
will depend on the amount of cataloging 
support we have.) Most critical of all, 
however, is that all of our systems work 
together. The catalog, the A-to-Z list, 
federated search service, discovery ser-
vice, OpenURL link resolver, etc.—all of 
them need to interface successfully. 
Therefore, when you are selecting 
content, be sure to ask whether it is 
compatible with all of the other products 
in your library. For example, some pub-
lishers’ and aggregators’ platforms can-
not interface with discovery search ser-
vices, as the platforms are not indexed. 
Since discovery searches depend on 
indexed content, the e-books on that 
platform will not appear as “hits” when 
performing such searches. 
Usage Statistics and ROI 
With budgets continuing to shrink in 
this tight economy, every dollar must 
be spent wisely and show a return on 
investment (ROI). One of the easiest 
ways to show ROI is by collecting and 
analyzing usage statistics. While you 
may not have enough staff to manually 
collect usage stats, you can contract 
with services that can collect and har-
vest them. 
It is important to compare apples to 
apples when analyzing usage, so the 
method of collection should be stan-
dardized. While many publishers and 
aggregators offer usage statistics, they 
are not all expressed the same way, 
and each platform provider may define 
a download differently. 
Enter Project COUNTER, also known 
as Counting Online Usage of Networked 
Electronic Resources. Launched in 2002 
and now in its third version, COUNTER 
is a code of practice for collecting usage 
statistics in a consistent method. To 
become COUNTER compliant, a pub-
lisher or aggregator must be certified by 
an auditor as collecting usage statistics 
according to a certain protocol. 
While most publishers provide usage 
statistics for e-journals, not all conform 
to COUNTER for e-books at this time. 
The tide is beginning to turn, although 
at a slower pace than I would like. Once 
your library has accurate usage statis-
tics, it is easy to divide the amount of 
uses into the cost to get cost per use. 
While usage is not the only way to show 
ROI, it certainly is an important way. 
Marketing E-Books 
Once your strategy and content are 
in place, promote, promote, promote! 
Information professionals, especially
those in corporate environments, know 
how essential it is to ensure that other 
employees are aware of their offer-
ing. Some of the easiest ways to pro-
mote e-books are through fliers, internal 
newsletters, and announcements on 
the company’s intranet. 
Depending on the level of support 
available in your library, you might also 
consider providing e-book instruction. 
Schedule sessions throughout the week 
to accommodate varying staff availabil-
ity. More often than not, your content 
suppliers can provide Webinars to in-
house staff as well. Plan an e-book day 
in your library to acquaint folks with 
Incorporating a new medium into your 
library can be a daunting task, and 
the best way to tackle the problem is 
by developing and implementing solid 
plans and policies. While a compre-
hensive list of items to consider when 
embarking on an e-book policy would 
surely be sufficient to fill a novel, the 
topics addressed in this article should 
serve as a starting point. 
First, consider the amount of internal 
support you have and the breadth of 
your budget. Keep user access and 
content compatibility in mind. Create 
a list of “must haves” for your licens-
es, remembering that the agreement 
should be a win/win for both the pub-
lisher/aggregator and the library. 
Make it easy for your end users to 
find your content, and make sure all 
of your products interface well with 
each other. Track the usage of your 
e-books and ensure you are getting 
the best value for your budget. Lastly, 
promote your e-books throughout your
company. SLA
REFERENCES 
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The e-Book RevoLuTion 
Improving 
Library Services 
with E-Books 
in ADDiTiOn TO ACCeSS AnyTiMe AnD AnyWheRe, e-BOOkS OFFeR
A RAnGe OF BeneFiTS TO ReADeRS AnD liBRARieS Alike—
AnD MORe BeneFiTS ARe likely in The yeARS AheAD. 
BY SUE POLANKA, MLS 
L ast month, during a family trip to Yellowstone National Park, my 9-year-old son asked how high the water 
from Old Faithful was spraying and 
why it was so hot and steamy. Armed 
with my smartphone and the Concise 
Encyclopedia Britannica application, I
was able to touch, search, and tell: 160 
feet high, and proximity to magma. 
Did I need an e-book app on a mobile 
device to answer these questions for 
him? Probably not. A signpost or park 
ranger could have informed me, but the 
beauty of my solution was that I easily 
found the information at an altitude of 
7,359 feet in a remote area of Wyoming. 
That’s why, when people ask me why 
they should invest in e-books, I respond 
with “24/7 access anywhere and no 
shelf required.” 
Growing Popularity 
According to the Association of American 
Publishers, e-book net sales totaled 
nearly $70 million in January 2011, 
an increase of 115 percent over the 
previous year. The AAP’s press release 
(Biba 2011) stated, “E-book sales have 
increased annually and significantly in 
all nine years of tracking the category.” 
Surveys conducted by Library Journal 
(2011) found that 94 percent of aca-
demic libraries and 72 percent of public 
libraries offered e-books last year. 
Despite the growing popularity of
e-books, special libraries appear to lag 
behind other types of libraries in acquir-
ing them. Library Journal conducted a 
survey of special libraries in September 
2010 to measure current and pro-
jected e-book availability in libraries, 
user preferences in terms of access 
and subjects, and library purchasing 
terms and influences. The results of this 
survey have not been published, but I
was allowed access to a copy and found 
that of the 122 respondents, 44 percent 
offered no e-books and 11 percent 
offered 25 or fewer titles. When libraries 
without e-books were asked to estimate 
the time frame for such purchases, a 
little more than half responded that 
they had no plans to purchase e-books, 
while 35 percent said they expected to 
do so in the next 12-24 months. 
Notwithstanding this slow adoption 
rate, nearly three-fifths of special librar-
ies do offer e-books, and almost one 
in five hold 1,000 titles or more. Of 
the libraries that do offer e-books, the 
average number of titles is 1,100. This 
is promising news for special libraries’ 
users, as there are many ways e-books 
SUE POLANKA is the moderator of No Shelf Required, a blog about the issues surrounding e-books for librarians 
and publishers. She has been a reference and instruction librarian for more than 20 years at public, state, and 
academic libraries in Ohio and Texas and is currently the head of reference and instruction at the Wright State 
University libraries in Dayton, Ohio. She edited No Shelf Required: E-books in Libraries from AlA editions and is 
currently editing E-Reference Context and Discoverability in Libraries: Issues and Concepts with iGi Publishing and 
No Shelf Required II: The Use and Management of E-Books for AlA. her column on electronic reference, Off the 
Shelf, appears quarterly in Booklist. She was named a 2011 Library Journal Mover and Shaker. 
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The e-Book RevoLuTion 
can improve services. 
Access anywhere, anytime. Libraries 
and information centers do not need a 
physical presence in a 24/7 environ-
ment. With a growing share of e-books 
and other library content living in the 
cloud (i.e., stored on servers and 
accessed through a digital network), the 
demands of maintaining physical mate-
rials and space are declining. Now, 
librarians can focus on building collec-
tions and providing services. 
Library users benefit, too, because 
e-books can’t be lost, stolen, shelved 
incorrectly, or have chapters or pages 
pulled from the binding. All content 
is available regardless of whether oth-
ers may be using it at the same time 
(assuming you purchase unlimited 
access). It is now possible for users to 
carry the entire contents of the library 
in their pocket or purse. With a Web-
enabled device, the user is at the center 
of his or her universe of information. 
Extending library content beyond a 
physical structure and fixed hours of 
operation provides enormous value for 
our users. The proliferation of mobile 
devices, 4G networks, and Wi-Fi 
hotspots streamlines the process, mak-
ing it more convenient for users to 
access information on an as-needed 
basis. Executives in Wi-Fi-enabled air-
planes already access electronic data 
for last-minute reports or presenta-
tions. Trial lawyers verify legal cita-
tions with laptops or tablet devices in 
courtrooms rather than in their own law 
libraries. Doctors prescribe medications 
and answer patients’ questions about 
side effects by accessing the full text 
of medical reference books on their 
mobile devices. 
full-text searching. When libraries 
purchase book content electronically, 
their users have the capability to search 
the full text of book chapters, image 
captions, and charts and graphs. This 
text is all searchable and discoverable 
within a single e-book, across multiple 
titles or publishers, and across a vari-
ety of disciplines, a process previously 
limited to journals and indexing and 
abstracting services. 
A 2010 survey conducted by the 
University of California Libraries identi-
fied users’ ability to search within and 
across e-book content as the primary 
advantage of e-books. Traditional online 
catalogs only search the MARC records 
for books, but the full-text capabilities 
of e-book platforms open up additional 
opportunities for content discovery. As a 
result, the significance of book chapters 
increases in a full-text environment. 
Many e-book platforms display search 
results by book chapter rather than book 
title, bringing chapter-level content to 
the forefront. Specific platforms, such 
as iFactory’s PubFactory, allow users to 
customize books by collating chapters 
from various other publications, while 
platforms like EBL offer course reserve 
systems for books or chapters. 
virtual reference services. In addi-
tion to providing content anytime and 
anywhere, e-books greatly enhance our 
increasingly essential virtual reference 
services. With more library users work-
ing from home, traveling, moving every 
few years to different locations, or sta-
tioned abroad, virtual reference services 
are becoming a lifeline. These services 
are supported by e-books and other 
electronic content. 
Using virtual reference services, librar-
ians can successfully answer questions 
and provide content to users by sending 
persistent URLs for the title, chapter, 
or page of a book, e-mailing articles 
from encyclopedias, downloading book 
chapters to a shared network drive, and 
copying and pasting text. Many librar-
ians use video sharing software like Jing 
to demonstrate complicated searches 
or features in online products and make 
them understandable to remote users. 
Such software provides visual opportu-
nities for library instruction in a virtual 
environment. 
Just-in-time content. Another way 
e-books improve our services is by
providing just-in-time content. There is 
no waiting for shipping—titles can be 
purchased and received instantly. 
In the last five years, acquiring 
e-books through patron-driven acquisi-
tion (PDA) has become more prevalent. 
PDA is a business model that promotes 
a just-in-time library collection, as titles 
are not purchased until they are used. 
In this model, librarians pre-select titles 
based on the collection needs of the 
organization. The MARC records of 
these titles are added to the library 
catalog for discovery, but titles are not 
purchased until used. Such use is mea-
sured in different ways—by the number 
of minutes a title is viewed, the number 
of pages viewed, or when printing,
downloading, or copying occurs. 
An option available in most PDA 
models is a short-term loan or lease 
program. Under this option, libraries 
borrow e-book content for a specified 
number of days and pay a percentage 
of the list price for that use. Subsequent 
uses are charged the same percentage; 
if use reaches a negotiated threshold, 
the title is purchased. 
Using PDA and short-term loan 
options guarantees the use of pur-
chased content and enables libraries 
to spend their limited collection funds 
more effectively. Michael Levine-Clark 
(2010) demonstrated the value of the 
latter benefit in a study of the circula-
tion of printed books selected by librar-
ians at the University of Denver. He 
found that 40 percent of such books 
never circulate and 25 percent circulate 
only once. He concluded that librarians 
need to reconsider which books are 
purchased, suggesting that the final 
decision be made by the user through 
PDA models. 
Ron Berry and Doug Way from Grand 
Valley State University in Michigan stud-
ied the impact of short-term loans on 
their collection. In 2009, they accessed 
2,100 titles from EBL through short-
term loan at 5 to 10 percent of the list 
price. They spent an average of $10 
on each use. Had they purchased 
these titles, the cost would have been 
$156,000; instead, they spent just over 
$20,000. Considering that most of the 
titles were used only one time, this 
resulted in the same content for less 
money, freeing up $136,000 for other 
titles (Polanka 2010). 
Sharing content across the organi-
zation. For some special libraries, the 
user population is dispersed across the 
globe or may include several locations 
14 INFORMATION OUTLOOK V15 N05 JULY/AUGUST 2011 
 
	 	 	 	
	 	 	 	
	 	 	 	 	
  
	 	 	 	 	
	 	 	 	 	
	 	 	 	 	
 
	 	  
	 	 	 	 	
 
 
 
 
 
     
 
	 	 	 	 	 	 	 	
 
     
     
	 	 	 	 	
  
	
	 	 	 	 	 	 	
	 	 	 	 	 	
    
	 	 	 	 	
    
     
    
	 	 	 	 	 	
 
The e-Book RevoLuTion 
in the same city. E-books allow these 
libraries to share content across mul-
tiple locations. 
For example, the U.S. Department 
of State has negotiated licenses for 
e-books on behalf of U.S. embassies 
around the world. Hundreds of U.S. 
Embassy Information Resource Centers, 
American Corners, and Binational 
Centers access the content through 
the Department of State’s site, eLibrary 
USA. Purchasing content in this man-
ner saves the individual embassies time 
and money and provides greater access 
to users around the world. 
discovery. No matter how many
licenses a library negotiates or how 
many e-titles a library offers its users, 
e-books will not be successful in librar-
ies and information centers unless they 
are discoverable. An obvious way to 
promote e-books is through MARC 
records in the online catalog or through 
a broader discovery system like the 
EBSCO Discovery Service, Ex Libris’ 
Primo Central, OCLC’s WorldCat Local, 
or Serials Solutions’ Summon. 
Most e-books have persistent URLs 
or digital object identifiers (DOIs) for 
their title or chapters; some encyclope-
dias have them for articles. Embedding 
these URLs in the online catalog, discov-
ery service, and content management 
system and in online reports, intranets, 
Websites, and research guides is an 
excellent way to put content in front 
of users. Libraries that subscribe to 
EBSCOhost databases can search their 
e-books on EBSCOhost content along-
side journal content as of July 2011, 
when EBSCO Publishing completes the 
transition of NetLibrary content. 
E-mailing or texting the persistent 
URLs to users is another viable discov-
ery option. This can be done through 
targeted e-mails highlighting a spe-
cific theme or topic or as a general 
announcement of new content for the 
entire organization. 
Libraries can also use quick response 
codes (QR codes) within their physical 
or online environment or in other physi-
cal locations in the organization. QR
codes are two-dimensional barcodes
that can be read using a QR code read-
er. QR codes have embedded URLs or 
text and can help promote the discovery 
of digital content by leading users to a 
specific title or chapter of an e-book or 
to a collection of e-books. 
Unlimited Potential 
Despite their 40-year history, e-books 
are still relatively young and have 
room to grow and improve. One such 
improvement is the enhanced e-book, 
which has audio and video capabili-
ties, embedded links and interactive 
features. 
Imagine a biography of a musician 
that serenades you while you read the 
text, allows you to listen to one line of a 
musical score played by an instrument 
of your choosing, and lets you hear the 
musician explain the inspiration for the 
work. Or imagine the traditional county 
water report, transformed to include 
dynamic tables and charts of popula-
tion data for the region. Images and 
audio would accompany the report,
offering a visual perspective on precipi-
tation, water storage, drainage, and the 
flow of water under the earth’s surface 
to aquifers and natural springs. 
In addition to multimedia features, 
translation or other text altering pro-
cesses could also become common-
place. Multinational corporate informa-
tion centers could translate company 
reports at the touch of a button. Such 
company reports might also include 
video clips of the corporate headquar-
ters or an audio message from the CEO. 
A library that serves employees or stu-
dents with disabilities could transfer text 
to speech, braille, closed captions, or 
other formats instantaneously. School 
librarians might share the same story 
using video, images, or sound effects 
or in different languages, depending on 
students’ needs. 
The devices we use to access e-books 
and other digital content will also change 
dramatically in the future. They will be 
faster, smarter, and more compact— 
who knows, they may even be built into 
our glasses. My dream device will be 
multifunctional, fit comfortably in my 
front pocket, have command buttons 
that are large enough for my pointer 
finger, and be accompanied by an 
adjustable holographic screen for easy 
navigation and reading. 
I’ll take this dream device on family 
vacations and business trips. I’ll use 
it to access library content, search 
the virtual world, analyze data, deliver 
presentations, take photos and videos, 
play games and music, and control the 
settings on my home security systems 
and other gadgets while away. Armed 
with my dream device, searchable digi-
tal content, and instant online reference 
services, I’ll be able to answer my son’s 
increasingly sophisticated questions for 
years to come. But until the device 
becomes a reality, I’ll keep my smart-
phone, a little gadget with access to 
the big universe of information available 
from my library and beyond. SLA 
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The e-Book RevoLuTion 
The Use of
E-Books in Law 
Libraries 
leGAl liBRARieS FACe SPeCiAl ChAllenGeS in ADOPTinG e-BOOkS, 
BUT The PReSSUReS TO DO SO Will Only GROW GReATeR OveR TiMe. 
BY SUSANNAH TREDWELL, MLIS 
E -books have been the major success story in American publishing over the last few years. In February 2011,
$90.3 million worth of e-books were 
sold in the United States, according to 
the Association of American Publishers. 
Amazon.com’s figures for e-book sales 
are even more impressive: since April 
1, Amazon.com has sold 105 Kindle 
books for every 100 printed books. This 
statistic is all the more remarkable given 
that it excluded free Kindle books and 
included printed books for which there 
were no Kindle equivalents. 
The growing popularity of e-book 
readers has been a key factor in the 
increase in e-book sales. Several media 
reports attributed the jump in e-book 
sales earlier this year to the large num-
ber of e-readers received as Christmas 
presents. The popularity of tablets such 
as iPads has also been a factor—the 
variety of e-book applications for tablets 
means that their owners are not tied to 
one specific e-book retailer. 
E-books come in a variety of formats, 
with EPUB (an open e-book format 
that is expected by some to become 
the industry standard), AZW (Amazon’s 
proprietary format for the Kindle), and 
PDF being the best known. Not all 
formats work with all e-readers—an 
important consideration when consid-
ering e-book purchases. Digital rights 
management (DRM) is also a concern, 
as it limits how e-books can be used. 
E-Book Models 
The rising popularity of e-books and 
e-readers is reflected in the steady
growth in the number of e-books in 
public and academic library collections. 
According to the National Center for 
Education Statistics, slightly more than 
20 million e-books were added by aca-
demic libraries in 2008, up from rough-
ly 16.2 million in 2006. The number 
of e-books in public libraries has also 
increased. According to the American 
Library Association, two-thirds of public 
libraries now offer access to e-books, 
up from 55 percent in 2009. 
The adoption of e-books by public 
libraries has not been problem free. 
Some publishers, including Simon & 
Schuster, refuse to allow libraries to lend 
e-books. Another major issue has been 
licensing—in one well-publicized case, 
HarperCollins announced that librar-
ies would have to repurchase e-books 
after 26 loans. Public libraries have, 
however, been working to help patrons 
learn how to use e-books. Some have 
set up workshops to teach patrons how 
to borrow books using their e-readers, 
while others are lending e-readers along 
with their books. 
Public and academic libraries have 
tended to use two very different e-book 
models. Public libraries use digital 
download platforms (such as OverDrive) 
that allow users to “borrow” e-books for 
a specific length of time. When the loan 
period is over, the e-book is wiped from 
the user’s e-reader. There is currently 
SUSANNAH TREDWELL is the library manager at lawson
lundell llP in vancouver. She is a columnist for the legal 
blog SLAW, focusing on legal information. She can be 
contacted at stredwell@lawsonlundell.com. 
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The e-Book RevoLuTion 
no equivalent for special libraries. 
Academic libraries, on the other
hand, tend to use e-book aggregators 
to provide access to e-books. There 
are a number of e-book aggregators, 
including eBrary (www.ebrary.com),
MyiLibrary (www.myilibrary.com) and 
NetLibrary (www.netlibrary.com). These 
aggregators allow institutions to provide 
access to e-materials from a number of 
different publishers. 
Challenges for Law Libraries 
Law libraries have not been as quick to 
adopt e-books as public and academic 
libraries. One important reason for this 
is that a significant percentage of law 
library material is simply not available 
in electronic format. Legal publishers 
face significant financial and technical 
challenges when trying to produce elec-
tronic versions of their printed publica-
tions (see sidebar on page 18). 
Another reason law libraries have 
been slow to adopt e-books is that they 
must find an e-book model that suits 
their needs. The public library model 
is impractical because attorneys typi-
cally do not use books in the same way 
as public library patrons. In the public 
library model, one client has exclusive 
access to a book for a specified length 
of time; in legal libraries, a number of 
users may need to have access to the 
same book at the same time. 
The academic library e-book model 
is a better fit for legal libraries, but the 
selection of materials carried by an indi-
vidual e-book aggregator may not suit a 
legal library’s needs, and the licensing 
restrictions and/or cost may present 
problems. For example, some e-book 
aggregators tie pricing to the maximum 
number of concurrent users, result-
ing in library patrons not being able to 
access library materials during times of 
peak demand. 
There is also the “rent versus own” 
dilemma seen with other databases— 
the library pays a yearly fee to access 
e-books via an aggregator, but if the 
library stops paying it loses access to 
these materials. Compare this approach 
to that of printed books, which are the 
library’s property forever. 
Legal libraries have the option of
buying e-books on an individual basis, 
but this, too, has its challenges. One 
e-reader can store an enormous num-
ber of books, but having the library’s 
entire e-book collection on a single 
e-reader means that only one user can 
legitimately access these materials at a 
time. Conversely, putting one e-book on 
each e-reader is far more costly than 
buying the original paper editions. 
Another consideration for legal librar-
ies is whether they will need to pro-
vide e-readers for their attorneys. While 
some public libraries do loan e-readers 
to their patrons, they generally expect 
library users to provide their own. In 
some law firms, all of the attorneys 
have been issued tablets, but this is the 
exception rather than the rule. 
Depending on the licensing agree-
ment, e-books may be more expensive 
than printed copies; in some cases, 
the cost may be significantly higher. 
This can lead to budgetary issues,
since people in management tend to 
believe that digital publications should 
be cheaper than those in print. There 
may also be costs associated with inte-
grating e-book platforms into the library 
collection. 
The design of e-books is also a con-
sideration, because attorneys frequently 
do not read books in a linear fashion— 
they tend to look for a specific piece or 
pieces of information. An e-book with a 
poor or non-existent table of contents 
or index will be difficult to use, making 
it hard for the reader to find what he 
or she is seeking. The ability to search 
within an e-book is helpful, but is not 
a substitute for a well-laid-out publica-
tion. Readers may need to jump back 
and forth between parts of a book, so a 
bookmark function that allows them to 
mark multiple pages is crucial. 
The quality of e-books varies con-
siderably. Poorly scanned e-books can 
contain a number of typos and be hard 
to read. (An extreme example would 
be fingers covering the text, as seen in 
some Google Books.) Pagination can be 
another concern. Books in the EPUB
format allow users to resize and repagi-
nate the text, with the result that these 
types of books do not have static page 
numbers. This presents a problem for 
attorneys who need to be able to make 
pinpoint references to the text. Due to 
their static nature, e-books in the PDF 
format do not have the same problem. 
Getting library clients to use e-books 
can also be a challenge. While some 
attorneys are eager to try out new tech-
nologies, others avoid them. If a library 
cannot afford to buy both the printed 
and electronic copies of a book, it is 
likely to buy the book in the format that 
will serve the needs of the largest num-
ber of its patrons. 
Benefits for Law Libraries 
Despite the challenges associated with 
e-books, they offer a number of poten-
tial benefits for law libraries. Some 
advantages are obvious: e-books are 
less likely than their printed counter-
parts to go missing and, although pour-
ing coffee on an e-reader does not do it 
much good, attorneys are less likely to 
use e-books as drinks coasters. 
E-books also offer an opportunity for 
libraries to reduce their physical foot-
print without reducing the size of their 
collection. There are many types of 
materials (such as government reports)
that would have been cataloged and 
placed in the library 10 years ago, but 
that are now available as PDF files and 
can be easily placed on an e-reader. 
Another benefit is portability. Law 
libraries often support attorneys who 
work at a different physical location or 
are traveling. Digital materials, depend-
ing on their licensing agreements,
allow libraries to offer a wider range of 
research options to these attorneys than 
they could offer with printed materials. 
Some law libraries provide “desk cop-
ies” of legislation to attorneys so they 
have their own individual copy. Although 
legislation can be found online, these 
desk copies are popular because they 
can be bookmarked and annotated. 
E-book versions of desk copies have the 
advantage of being portable and are far 
less likely to be left behind in a client’s 
boardroom than the printed equivalent. 
In addition, a number of e-readers offer 
the ability to add notes to an electronic 
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The e-Book RevoLuTion 
publication. 
Another advantage of e-books is the 
option to cut and paste text, which 
saves attorneys (or their assistants)
from having to re-type sections. Some 
online publications even have the ability 
to automatically create a citation when 
text from an e-book is pasted into a 
word processing document. 
The electronic format also makes it 
easier to automatically generate statis-
tics. A number of e-book aggregators 
offer usage reports that allow libraries to 
see which materials are being used (or 
not used, as the case may be). These 
reports allow libraries to focus their 
acquisition dollars on materials that are 
actually of interest to their patrons. 
A Challenge and an Opportunity 
These advantages and disadvantages 
make clear that e-books represent both 
a challenge and an opportunity for law 
libraries. Library users of all types are 
increasingly expecting to have informa-
tion provided electronically, so when 
attorneys see public libraries providing 
materials electronically, they are going 
to ask why their law library cannot do 
the same thing. 
That said, what works for one library— 
even one law library—may not work for 
another. As the number of e-books 
increases, however, so will options for 
integrating them into legal libraries. SLA 
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ChALLengeS foR LegAL PuBLiSheRS proofreading, thereby increasing the cost. If the publisher
Like special libraries, specialized publishers face a number needs to include more sophisticated graphic elements, such 
of challenges related to e-books. One challenge for special as illustrations and tables, the cost will further increase. 
libraries is the limited availability of e-books from publishers. The cost of selling e-books may also deter smaller publish-
This obviously varies greatly from publisher to publisher—for ers. E-book distributors such as Amazon, Apple and Kobo 
example, O’Reilly has done a terrific job of making its publica- retain a percentage of the list price, generally in the range of 
tions available in a variety of e-book formats. 25 to 50 percent. 
Deciding which format or formats should be given priority Publishers that want to digitize a book in their backlist may 
is one of the biggest challenges for publishers. According to find that they need to re-negotiate with the author if the origi-
Jeffrey Miller of Irwin Law, a specialty legal publisher, e-book nal contract did not allow for a digital version. If the original 
publishing is a “volatile environment where customer wants book contained photographs or other materials that had to 
and needs seem to change daily. Even in a specialized area be licensed, these, too, may have to be renegotiated with the 
like legal publishing, there may be differences among read- rights holder(s), further driving up costs. 
ers in the way they want information delivered. Litigators, for Finally, publishers may be leery of cannibalizing print sales 
example, may be more interested in having access to porta- if they offer an electronic substitute. If they perceive that
ble devices that can be taken into court, whereas other users customers are going to buy an e-book instead of a printed 
may prefer information delivered to their desktops.” copy, offering both increases their overhead without increas-
Legal publishers also need to decide how they should pro- ing their revenues. 
vide access to their e-books. Should they sell e-books indi- As a result of these and other considerations, a legal pub-
vidually, or en masse through an aggregator? Should they lisher may decide that there is no profit in digitizing its publi-
offer e-book access through their own Websites? Should they cations, or it may severely limit the number of publications it 
let users access e-books for a set period of time, or do so offers in e-book format. These decisions will have an impact 
in perpetuity? Irwin Law chose to use eBrary for its e-book on legal libraries as well. 
products because it offered Irwin its own branded platform, 
allowed the firm to customize its infotools, included MARC REFERENCES 
records, and provided customers with usage data. Ballhaus, Werner. 2010. Turning the page: The future of e-books, 2010. 
Publishers may be dissuaded from publishing electronic New York: PricewaterhouseCoopers. 
versions of printed publications due to economics. It costs an 
Guenette, David R., Bill Trippe, and Karen Golden. 2010. A Blueprint 
estimated $2,000 to convert a 300-page book into an elec-
for Book Publishing Transformation: Seven Essential Processes to
tronic format, but that cost can rise if other considerations are 
Re-Invent Publishing. Cambridge, Mass.: Outsell. 
present. For example, the conversion process can introduce 
errors into the e-book, which necessitates another round of 
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PuBLiShing in LiBRARy JouRnALS 
Producing Articles 
for Academic 
Special Librarians 
An AnAlySiS OF SeveRAl PeeR-RevieWeD JOURnAlS FOUnD ThAT liBRARiAnS
AT SChOOlS WiTh lARGe enDOWMenTS AnD/OR enROllMenTS ARe MOST likely 
TO PUBliSh, PARTiCUlARly iF iT iS ReqUiReD FOR TenURe AnD PROMOTiOn. 
BY AMY HARDIN, MLIS, AND TONY STANKUS, MLS, FSLA 
E very day, college and univer-sity librarians specializing in science, engineering, agri-culture, medicine, business, 
law, social services, music, art, historic 
preservation, and other areas help fac-
ulty members get their scholarly articles 
published. Both professors and special 
librarians know that the number of arti-
cles a university produces plays a sig-
nificant role in raising a school’s ranking 
in US News & World Report. However, 
it might surprise many faculty members 
to know that at more than 400 schools 
in the United States, these librarians are 
also contributing significantly to their 
own professional literature. 
To measure the extent of these 
contributions, the BioMedical & Life 
Sciences Division of the Special 
Libraries Association, along with the 
Academic Division and the College and 
University Business Libraries Section 
of the Business & Finance Division, 
put together a presentation titled “So, 
They Say You Have to Publish.” The 
presentation, developed in conjunction 
with SLA’s 2011 Annual Conference 
and with the generous support of the 
Routledge imprint of the Taylor & 
Francis Group, explored the phenom-
enon of subject specialists publishing 
in key library and information science 
journals in their respective fields. At the 
close of the talk, the names of the U.S. 
universities whose librarians published 
the most papers in 14 peer-reviewed 
journals that are emblematic of some 
of the largest specialties encompassed 
by SLA and its sister organizations were 
announced (see Figure 1). 
Which Journals Counted? 
Using counting rules that favored 
research papers and also commentar-
ies and columns that ran at least four 
pages (but ignored brief book reviews 
and news items), the authors of this arti-
cle identified more than 2,000 articles 
that were written by academic special 
librarians during the years 2000-2010 
and published in the 14 journals listed 
on the next page. Figure 2 identifies the 
universities that demonstrated special 
strength in some of the specialties rep-
resented by these journals. 
AMY HARDIN works in the Reference Department of the University of Arkansas libraries; 
she also conducts research for the university’s Food Science Department. 
TONY STANKUS is the life sciences librarian and science coordinator and a professor 
at the University of Arkansas libraries. he is also the editor-in-chief of Science & 
Technology libraries. 
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PuBLiShing in LiBRARy JouRnALS 
•	 Issues in Science & Technology 
Libraries 
•	 Science & Technology Libraries 
•	 The Journal of Agricultural & Food 
Information 
•	 The Journal of the Medical Library 
Association 
•	 Medical Reference Services 
Quarterly 
•	 Law Library Journal 
•	 Legal Reference Services Quarterly 
•	 The Journal of Business & Finance 
Librarianship 
•	 Behavioral & Social Sciences 
Librarian 
•	 Art Documentation 
•	 Notes 
•	 Music Reference Services Quarterly 
•	 American Archivist 
•	 RBM: A Journal of Rare Books, 
Manuscripts and Cultural Heritage 
We further discovered that 95 
of the top 100 “National Research 
Universities” employ special librarians 
who publish in these key journals. In the 
US News & World Report classification 
scheme, National Research Universities 
are the best known among the 1,400 
institutions of higher education in the 
annual survey and, as a group, their 
faculty dominate the scholarly litera-
ture. Examples of National Research 
Universities listed in Figure 1 include 
private schools like Cornell, Harvard 
and the University of Rochester as well 
as state schools like the University of 
Illinois, Rutgers and UCLA. 
While there are more than twice as 
many private colleges and universities 
than public institutions in the United 
States, we found that three-fifths of 
the 400-plus schools with published 
articles were publically supported, and 
they produced 80 percent of the arti-
cles. What accounts for this disparity? 
A closer look at the 51 leading National 
Research Universities provides us with 
part of the answer. 
Among the 51 top schools is a sub-
set that grants faculty status (or its 
equivalent in librarian rank) to their 
subject specialist librarians, with tenure 
and promotion possibilities and the 
requirement that they publish. These 
faculty status-granting institutions, most 
but not all of which are state funded, 
account for 84 percent of the output in 
this elite group. 
Clearly, faculty status is a key predic-
tor of whether librarians will write and 
submit articles for publication in peer-
reviewed library journals. Yet size actu-
ally matters more—schools with large 
endowments or enrollments (or both) 
are more likely to have special librarians 
who publish. Endowment size is the 
best single predictor of which research 
universities, whether public or private, 
have special librarians who publish. 
Using the Chronicle of Higher
Education’s most recent endowment
report as our comparison guide, we 
found that 99 of the 100 U.S. research 
universities with the largest endow-
ments (typically $1 billion or more) were 
on our list of schools that published at 
least one paper. We also found that 
being among the US News & World 
Report’s top 100 state universities and 
having an enrollment of 20,000 or more 
students was quite predictive: 92 out 
of 100 such schools published at least 
one paper as well. 
Is publishing by special librarians
solely a large-university phenomenon? 
The short answer is no. While papers 
from special librarians who work at 
small schools accounted for only 5 
percent of published papers, we found 
that virtually all of their authors work 
at what US News & World Report calls 
“National Liberal Arts Colleges.” These 
schools’ enrollments are relatively tiny— 
the student body usually numbers only 
1,500 to 2,500—and the vast majority 
of students are undergraduates, since 
these institutions offer few graduate or 
professional degrees. Despite the fact 
that these private schools insist first and 
foremost that their faculty be earnest 
and inspiring teachers, they also expect 
their professors to publish regularly and 
to engage their students as co-authors 
whenever possible. 
To sustain this advanced level of 
scholarship at both faculty and student 
levels, these schools generally have 
endowments exceeding half a billion dol-
figure 1. Leading u.S. Research 
universities Ranked by Articles 
Published for Subject Specialist 
Librarians 2000-2010 
1 Univ. of Illinois at Urbana-Champaign . . .112 
2 Rutgers at New Brunswick & UMDNJ System 51 
3 Univ. of California at Los Angeles . . . . . . 47 
4 Pennsylvania State Univ. at University Park. 46 
5 Univ. of Minnesota at Twin Cities . . . . . . 44 
5 Purdue Univ. at West Lafayette . . . . . . . 44 
7 Michigan State Univ. at East Lansing . . . . 42 
8 Univ. of Texas at Austin . . . . . . . . . . . 40 
9 Indiana Univ. at Bloomington . . . . . . . . 39 
10 Univ. of North Carolina at Chapel Hill . . . . 38 
11 Northern Illinois Univ. at DeKalb . . . . . . 36 
11 Univ. at Buffalo NY . . . . . . . . . . . . . 36 
13 Cornell Univ. . . . . . . . . . . . . . . . . . 35 
13 Univ. of Michigan at Ann Arbor . . . . . . . 35 
15 Harvard Univ. . . . . . . . . . . . . . . . . 34 
16 Ohio State Univ. at Columbus . . . . . . . . 31 
16 Texas A&M . . . . . . . . . . . . . . . . . 31 
18 Univ. of Rochester . . . . . . . . . . . . . . 30 
19 Univ. of Arizona at Tucson. . . . . . . . . . 29 
19 Univ. of Arkansas at Fayetteville . . . . . . 29 
19 Yale Univ. . . . . . . . . . . . . . . . . . . 29 
22 New York Univ.. . . . . . . . . . . . . . . . 28 
23 City Univ. of New York . . . . . . . . . . . . 26 
23 Univ. of Pittsburgh . . . . . . . . . . . . . 26 
25 Univ. of Colorado at Boulder. . . . . . . . . 25 
25 Duke Univ. . . . . . . . . . . . . . . . . . . 25 
27 Univ. of Alabama at Tuscaloosa. . . . . . . 23 
27 Univ. of Maryland at College Park . . . . . . 23 
29 Univ. of California at Berkeley. . . . . . . . 22 
29 Univ. of Florida at Gainesville . . . . . . . . 22 
31 Univ. of Southern California . . . . . . . . . 21 
32 Univ. of Nebraska at Lincoln . . . . . . . . 20 
32 Southern Illinois Univ. at Carbondale . . . . 20 
32 Stony Brook Univ. . . . . . . . . . . . . . . 20 
35 Iowa State Univ. at Ames . . . . . . . . . . 19 
35 Oregon State at Corvallis . . . . . . . . . . 19 
37 Univ. of Oregon & Oregon Health Sciences U. 18 
37 Univ. of Tennessee at Knoxville . . . . . . . 18 
39 Louisiana State Univ. at Baton Rouge. . . . 17 
39 Univ. of Washington at Seattle . . . . . . . 17 
41 Mayo Medical School at Rochester . . . . . 16 
42 Arizona State Univ. at Tempe . . . . . . . . 15 
42 Univ. of Virginia at Charlottesville . . . . . 15 
44 Columbia Univ. . . . . . . . . . . . . . . . 14 
44 Drexel Univ. in Philadelphia . . . . . . . . . 14 
44 Univ. of Missouri at Columbia . . . . . . . 14 
44 Univ. of Wisconsin at Madison . . . . . . . 14 
48 Univ. of Kansas at Lawrence . . . . . . . . 13 
48 Univ. of New Mexico at Albuquerque. . . . . 13 
48 San Jose State . . . . . . . . . . . . . . . . 13 
48 Thomas Jefferson Univ. in Philadelphia . . . 13 
48 Washington State Univ. at Pullman . . . . . 13 
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PuBLiShing in LiBRARy JouRnALS 
figure 2. Leading national Research universities 
Ranked By Articles Published for Specific 
Categories of Subject Specialist Librarians 
2000-2010 1st 2nd 3rd 4th 5th 
Science and Technology Illinois Purdue Texas Penn State Cornell 
Food and Agriculture Michigan State Arkansas Minnesota Texas A&M Illinois 
Medical Illinois Rutgers-UMDNJ Rochester Indiana NYU 
Business and Finance Penn State UCLA Michigan State Alabama Rutgers 
Law Arizona Colorado Duke Kansas Texas 
Social Sciences Northern Illinois Illinois Ohio State Nebraska CUNY 
Music Univ. at Buffalo Illinois Indiana South Carolina Washington at Seattle 
History of Art, Architecture and Archaeology Yale CUNY Harvard Indiana Virginia 
Historical Archives and Literary Manuscripts Michigan UCLA Chapel Hill Yale Texas 
lars and recruit some of the finest special 
librarians to manage their research col-
lections, which typically are housed in 
separate science, music, or art libraries 
on campus. Classic examples of these 
schools are the following: Amherst,
Bryn Mawr, Carleton, Haverford, Holy 
Cross, Lafayette, Macalester, Oberlin, 
Reed, Smith, Washington & Lee, and 
Wesleyan, all of which were included in 
this study. 
While most of these smaller institu-
tions (and their larger counterparts)
are located in the United States, our 
analysis found that about 10 percent 
of the substantive content of the jour-
nals most favored by U.S. academic 
library subject specialists comes from 
international sources. Nearly 100 differ-
ent universities representing 32 coun-
tries were included in our study, with 
Canada, Nigeria, the West Indies, the 
figure 3. Leading international 
Research universities Ranked by 
Articles Published for Subject 
Specialist Librarians 2000-2010 
1 Univ. of Toronto, Canada 19 
2 Univ. of the West Indies, Jamaica 18 
3 Univ. of Ibadan, Nigeria 14 
4 Univ. of British Columbia, Canada 12 
5 Univ. of Otago, New Zealand 10 
6 McMaster Univ., Canada 7 
6 Univ. of New South Wales, Australia 7 
6 Univ. of Brasilia, Brazil 7 
9 Univ. of London, UK 6 
9 Univ. of Valencia, Spain 6 
9 Univ. of Sheffield, UK 6 
United Kingdom, and Australia lead-
ing the way in national rank. Each of 
the 10 leading international university 
contributors listed in Figure 3 shares 
the same classic traits found in U.S. 
schools with publishing special librar-
ians: they are all prominent universities 
in their countries, have very large enroll-
ments and financial resources relative 
to their regional competition, and are 
internationally categorized as research-
intensive. 
Benefits of Publishing 
Aside from the prestige conferred upon 
their colleges and universities, what
benefits accrue from librarians pub-
lishing their research findings in peer-
reviewed journals? The following are 
some of the many advantages associ-
ated with academic publishing. 
gaining personal knowledge. The 
librarians in our study acquired and put 
into context a large amount of new data, 
thereby demonstrating that they had 
grown professionally. 
Strengthening their specialty. 
Because these librarians shared their 
knowledge with their colleagues in the 
journals that matter most to them,
their results are more likely to be read 
and incorporated into practice, and 
they personally are more likely to be 
perceived as research leaders in their 
field. 
enhancing their credibility with 
teaching and research faculty. By get-
ting published, these special librarians 
demonstrated that they could not only 
“talk the talk” but also “walk the walk” 
of conducting research. They went
through an experience that is at the 
core of their clientele’s working life: the 
complex process of writing (and often 
rewriting) a highly technical article, hav-
ing it reviewed by their peers, risking 
rejection, but finally seeing it through to 
publication in a well-established, highly 
respected journal. 
Raising the visibility of the library 
in the university and of the university 
in the larger academic world. Directors 
of campus libraries typically file annual 
reports to their dean or provost that 
describe the accomplishments of their 
staffs, and this information is often pub-
lished in university documents. These 
reports allow the entire campus com-
munity to know that the library’s subject 
experts assisted the faculty in expand-
ing their knowledge and that the librar-
ians gained knowledge as well. In addi-
tion, because these librarian-authored 
articles are in sound, peer-reviewed 
publications, they can often be counted 
toward the publication total that the 
university can report to media like the 
US News & World Report. 
obtaining positive evaluations, merit 
pay, promotions, and possibly tenure. 
It is highly likely that these publications 
materially helped their authors move 
up within the professional ranks at
their institution and figured prominently 
in their annual assessments. In some 
cases, they may also have played a 
role in the granting of tenure—but
Continued on page 35 
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SLA MeMBeR inTeRview 
10 Questions: 
Melanie Browne 
SlA hAS inTRODUCeD heR TO PeOPle AnD iDeAS ThAT hAve MADe heR A BeTTeR
liBRARiAn, AnD nOW MelAnie BROWn hAS Given BACk TO The ASSOCiATiOn—
heR COnTRiBUTeD PAPeR WAS JUDGeD The BeST AT SlA 2011. 
BY STUART HALES 
Q: What made you decide to write a 
contributed paper, and why did you 
choose “Communicating Value through 
Strategic Alignment” as the topic? 
Currently, our profession is facing a 
challenge—employers and clients are 
questioning the need for information 
professionals in a world with ready
access to data. I thought it was very 
important for me to share my ideas and 
knowledge on this topic because, like 
other librarians, I face a lot of day-to-
day concerns in my workplace in this 
area. I’ve tried several different methods 
of approaching it, and I thought this 
was a good opportunity to share what 
I’ve learned with my colleagues in the 
information industry. 
Q: While you were researching and 
writing the paper, did you face any 
Sessions at SLA Annual Conferences address a wide variety of topics, and SLA 2011 was no exception. From “Data 
Mining and Visualization” to “Ontologies
and the Semantic Web” to “Design 
Thinking for Better Libraries,” the con-
ference offered something for every
librarian and information professional,
and thousands of them took advantage. 
Included among the offerings at SLA 
2011 were three sessions dedicated to 
presentations of contributed papers.
Like the conference itself, the papers 
addressed a range of topics, such as 
“Curated Industry News Delivery—A 
Marketing Approach” and “Facilitating 
Knowledge Sharing via an In-house 
Online Scholarly Publication.” 
Of the nine papers presented, the 
one written by Melanie Browne, manag-
er of information services at Maple Leaf 
Foods in Toronto, was judged the best. 
Information Outlook spoke to Melanie 
shortly after the conference and asked 
her about her experience writing and 
presenting the paper and what she has 
learned—and hopes to learn—from the 
process. 
interesting challenges that you didn’t 
expect to confront? 
I had a couple of challenges. I’ve written 
a lot of medical research papers, since 
my background is in health sciences, 
but this was my first attempt at writing a 
paper with a marketing spin. 
I also found it interesting to work with 
marketing concepts that usually relate 
to products and apply them to librar-
ies. I recently completed an Executive 
Masters Certificate in Marketing 
Leadership at the Schulich School of 
Business at York University here in 
Toronto. The course teaches marketing 
theory focused mainly on products, and 
I wanted to take those ideas and posi-
tion them to be helpful in the service 
industry and specifically to libraries and 
information services. 
STUART HALES is publications editor at SlA and editor of
Information Outlook. 
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Melanie Browne 
After I took the course, I started mull-
ing over some ideas for the paper. I took 
what I learned from the course and my 
experiences from my job and put them 
all together. I wrote the paper in the 
span of about a week, but I had been 
thinking about the contents for about 
six months. 
I found it a little challenging to write 
the paper because libraries are hard 
to sell. You don’t directly make money 
from them; we’re not selling a com-
modity, so to speak. So it was difficult 
to apply product marketing concepts to 
the service industry. 
Q: Would you encourage other librar-
ians and information professionals to 
contribute papers to SLA? 
Yes, definitely. It’s a great opportunity to 
share your professional knowledge. 
For me, I think it will also be a great 
way to get feedback about my work. 
I’m a solo librarian with my own ways 
of doing things, and I don’t know if I
can do them better. By submitting this 
paper and having other people read it 
and hear me present it, I can open a 
forum for others to share with me what 
they’ve done in their spaces, and that 
will enhance my learning. 
It’s good to get your research pub-
lished. When left unpublished, the 
research goes unnoticed; there is no 
definite result of your work. 
Q: The contributed papers are not peer 
reviewed. What value do you think they 
add to the literature within the library 
profession? 
They are more often professional-based 
rather than research-based, so I think 
their value lies in helping you see what 
other people are doing in the industry. 
Many of us are also very busy with our 
jobs, and writing papers sometimes
appears to be a luxury, so we don’t 
always have time for the peer review 
process anyway. 
That said, I would have liked my 
paper to be peer reviewed in the sense 
that when I wrote it, I had no idea 
whether or not I was on the right track. I
just put everything in and hoped for the 
best. The peer review process would 
have added some value in that area. 
I did want to share the paper with 
someone, but being a solo librarian, 
I didn’t have anyone to share it with. 
None of the people I work with are from 
the library field, so I didn’t really share it 
with anyone beforehand. I was very sur-
SLA MeMBeR inTeRview 
prised when I learned that it had won. 
Q: Do you read much about libraries and 
library science, or do you typically read 
about your employer’s industry? 
It’s often hard to actually look around 
in our field and read a lot of the related 
research. When I’m working on some-
thing particular in my library, I might do 
some reading relevant to that project. 
But I would say that 99 percent of the 
time, I look outwardly. I look at the 
business, marketing and social media 
literature—anything that’s trending out 
there, that’s what I read first. 
It’s really about having enough time 
to do these things. I would like to read 
a lot more library research, but often 
I don’t have time to do it. I typically 
only hear about research by reading 
Information Outlook, attending the con-
ferences, reading contributed papers— 
things like that. 
Q: SLA sponsors research grants, and 
there are some within the associa-
tion who feel SLA ought to publish a 
peer-reviewed journal. Do you think 
it’s important for SLA to be involved in 
research? 
I think it’s very important, because 
SLA is representing information profes-
sionals, most of whom have master’s 
degrees, yet often we’re not seen as 
Melanie Browne uses a stepladder in the ThinkFOOD! Information Café to find information for 
employees at Maple Leaf Foods. 
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 SLA MeMBeR inTeRview 
professionals by people outside our
field. Having strong research publica-
tions would make us more respected. 
For example, many of my clients are 
in the food safety industry, and a lot of 
their associations publish peer-reviewed 
journals in that field. These journals give 
them a lot of respect. I think SLA should 
do this as well. 
Q: When did you first hear about SLA, 
and how long have you been a member? 
I graduated from university eight years 
ago, and two years later SLA held its 
annual conference in Toronto. Since I
was living and working in that city, it 
was an easy decision to go to the con-
ference. That was my first exposure to 
SLA, and it was a lot of fun and a great 
learning experience. 
After university, I went to work for a 
hospital library and was there for five 
years. During that time I was actively 
involved in CHLA, the Canadian Health 
Library Association, and on the board of 
the Ontario Health Library Association. 
I then was given a chance to move 
into the corporate world, and this was 
a completely new experience for me. I
joined SLA and found it to be extremely 
helpful, as I was able to use the mem-
bership directory to make connections 
and learn what I needed to know to 
make a quick transition. 
I’ve been an SLA member for three 
years now. I’ve attended two conferenc-
es so far, in Toronto and Philadelphia, 
and I’m already planning for SLA 2012 
next year in Chicago. 
Q: What are the most valuable benefits 
SLA offers its members and especially 
someone like you, who is still in the 
early stages of her career? 
For me, the most important thing is 
the annual conference. It’s a great way 
to meet other librarians, learn how the 
profession is evolving, and understand 
the different kinds of careers people are 
going into with their library degrees. 
At SLA 2011 in Philadelphia, I was 
mainly there to give two presentations, 
but I also spent my time networking. 
When I was implementing my catalog 
and online system, I had contacted 
many people throughout North America 
about SharePoint and databases, but I
had never met them. The conference 
was a great opportunity for me to finally 
put faces to names! 
The other things I find important
are the courses and also the efforts 
to increase the recognition and value 
of information professionals. I think it 
would be helpful to offer even more 
certification courses and programs.
That would strengthen our professional 
background and increase our recogni-
tion. 
Q: Are you active in your chapter and 
division? 
I’m very active in the Toronto Chapter; 
in fact, there’s a social this evening, 
and I will be attending. I’m in the Food 
& Agriculture Division, but I tend to 
use the chapter more frequently as a 
resource because the people are local 
and it’s easy to get together. I’m on a 
lot of chapter and division discussion 
lists through LinkedIn, Facebook, and 
Twitter, so I’m always reading about 
what people are up to throughout our 
profession. 
Q: Where do you see yourself going in 
the years ahead—do you want to work 
in an environment where there are sev-
Melanie Browne delivers a presentation at the 2011 SLA Annual Conference & INFO-EXPO. 
eral librarians, or would you prefer to 
continue working alone? 
I am unsure what my exact position 
will be in the years ahead. There is a 
tremendous amount of change these 
days in how people use and manage 
information. This is transforming our 
profession, and traditional roles are 
being replaced by new and exciting 
roles. This is a good time for us to take 
on this challenge—we are lucky to be 
living in the golden age of information! 
In most of our roles, publishing,
emerging technologies, and user search 
behaviors intersect. As the ground shifts 
beneath us, it is becoming clear that 
there is a profound interconnectedness 
between information and change. So 
it is hard to say what my position will 
be in the future. However, I would like 
to see myself in a position where I can 
use information in active, innovative 
and forward-thinking ways to facilitate 
good decision making as a competitive 
advantage. 
I love working in a multidisciplinary 
team environment. This enables several 
people to bring new ideas to the table, 
and people with different talents and 
skill sets can implement these ideas. 
This leads to more creativity and greater 
success. SLA 
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SLA 2011 ConTRiBuTed PAPeR 
Communicating Value
Through Strategic
Alignment 
MELANIE BROWNE BHSC, MLIS
MANAGER, DIGITAL RESEARCH
THINKFOOD! INFORMATION CAFÉ
MAPLE LEAF FOODS, TORONTO, ONTARIO
ABSTRACT 
Innovation is a key growth driver for Maple Leaf Foods (MLF). 
As the Canadian packaged goods marketplace matures, 
the company must adapt to compete. The ThinkFOOD! 
Information Café is a library located in the ThinkFOOD! Centre, 
an innovation facility in Mississauga, Ontario, near Toronto, 
created to bring Maple Leaf Foods’ product innovation teams 
together and to provide a venue to collaborate with customers. 
It was opened in April 2009 and after a year a need was iden-
tified to gain more widespread recognition for the value that 
the library offers to Maple Leaf Foods and its customers. This 
library supports knowledge sharing and cross-business unit 
collaboration. It is a central repository for Maple Leaf Foods’ 
global food and culinary knowledge and helps to save time 
and reduce costs by ensuring that existing products are not 
reinvented. In order to support the company’s “fast follower” 
strategy, information is collected to increase its connection to 
global culinary trends and enhance consumer insights. The 
library establishes a strong link between the value require-
ments of its internal and external clients and those of the 
organization and this is the foundation on which the delivery 
of superior customer service is based. 
Information professionals can help to develop opportunities 
in their organizations by creating demand for their services. 
They learn to link their deliverables to their customers’ most 
pressing problems, adding value and becoming indispensible. 
This paper describes how to create value statements and 
value propositions for the key stakeholders of one’s organiza-
tion based on basic marketing theory. In order for the library 
to get organizational visibility and in turn influence, it needs to 
be able to show value and get recognition. The formula: Value 
times Recognition equals Influence is an important strategy 
to keep in mind. If the library does not get recognized for the 
value its services provide it will not be influential in organiza-
tion. This added value helps information professionals to dif-
ferentiate themselves from the competition by fitting into the 
organizational culture and creating the climate for successful 
implementation of innovation strategy. 
INTRODUCTION 
Libraries (information / knowledge centres) are central to 
research and education; they ensure information access, 
foster innovation, encourage collaborative research, and 
promote information literacy skills vital to the success of their 
customers. However, libraries today face several major chal-
lenges including the effects of the digitizing of society and the 
continuing economic pressure on library budgets. The value 
of information centers is continually questioned due to lack of 
recognition, budgetary constraints and perceived alternatives. 
Traditionally librarians (information professionals) and libraries 
have been modest about broadcasting their worth. In today’s 
world it is essential to make clear the often unrecognized ways 
in which the library’s contributions are instrumental in their 
customer’s (patrons, clients) success. 
Marketing theory is based on the exchange of value. In 
business terms, the ‘value proposition’ that a business offers 
its ‘customers’ is what the customers will exchange their (typi-
cally) financial resources for. To have a successful business 
model, an enterprise will exchange one form of value with 
another form of value, typically a product, function or service 
that enables the purchaser to create value for themselves (do 
something better, save time, feel good etc.), exchanged with 
money. In this ‘normal’ model of business, the value proposi-
tion is readily constructed from existing capabilities and is 
usually repeatable. The business model is the process by 
which the exchange of value is enacted . 
For libraries, the product typically is information and infor-
mation services. Value is often measured using economic 
analysis and that is often based on market price. Since library 
services are not exchanged in markets as private goods and 
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 SLA 2011 ConTRiBuTed PAPeR 
have no market prices, that approach is inoperable here. 
Libraries are thus often seen as a company’s overhead. In this 
case approaches for valuing non-market goods and services 
need to be used. By being able to monetize the non-market 
benefits of libraries, these benefits can be balanced against 
the costs. 
Successful libraries understand their customer needs,
know how to create customer value, successfully deliver value
and manage customer value. In this paper, the role of the 
librarian/information professional in the understand-create-
deliver-manage customer value cycle will be assessed. 
BACKGROUND 
Maple Leaf Foods is Canada’s largest meat, meals and bakery 
company with sales of $5.0 billion and operating earnings 
of $222 million in 2010. 25.9% of its sales happen outside 
Canada making it a global company. There are approximately 
21,000 employees across Canada, U.S., U.K. and Asia. Their 
brands include their flagship consumer brands Maple Leaf®, 
Schneiders® and Dempster’s® and a family of strong regional 
brands. The ThinkFOOD! Information Café (library) is located 
at the ThinkFOOD! innovation centre in Mississauga, Ontario. 
The ThinkFOOD! centre is the only facility of its kind in Canada 
that is devoted to product development, brand innovation, 
food education, customer relationship development, con-
sumer insight acquisition and global trend tracking. 
The library was originally set up to be a physical space 
and online environment to house only food-related product 
development, safety and scientific resources. However it has 
expanded in the last year to also service to other parts of the 
organization like human resources, marketing, six sigma and 
legal. It also supports research across the organization from 
a U.S. frozen bakery to a U.K. specialty bakery. A full time 
librarian is on staff to develop, coordinate and manage the 
ThinkFOOD! Information Café and its virtual library in order 
to streamline the company’s knowledge assets and help 
with efforts to gain competitive advantage. The library’s key 
stakeholders include marketing (retail and food service), sales 
(retail and food service), board/executive council, product 
development, corporate communications, consumers, MLF 
customers, corporate finance and human resources. 
Special libraries are the basis of this paper due to the 
author’s research and experience in this particular area; 
however the theory could be applied to any type of informa-
tion provider. The terms “librarians” and “information profes-
sionals” are used interchangeably and refer to the deliverer 
of these services. The persons who are being targeted to use 
these services will be referred to as customers, stakeholders, 
clients or consumers. 
UNDERSTANDING CUSTOMER NEEDS 
All customers are not created equal and should not be treated 
that way. Deciding the library’s customers and defining their 
needs are the first step in creating value. Once the needs of 
the customers are understood, librarians are better equipped 
to attract new customers, develop innovative services, and 
customize research skills. With resource constraints, it is not 
feasible to be all things to all customers. Hence strategic ques-
tions need to be asked, such as: Which customer / segments 
should be served? And how should those needs be served? In 
order words, the library has to choose which market segments 
it wants to serve (target markets) and then tailor its marketing 
strategies and tactics to serve this chosen segment. 
Segmentation is the grouping of customers by specific char-
acteristics. Market segmentation is also an indispensable tool 
for the library’s strategic planning process. There is no single 
way to segment a market. Librarians need to try different seg-
mentation variables, alone and in combination, to find the best 
way to view their clients’ needs. The major ways to segment are 
by geographic, demographic, psychographic and behavioral 
variables. Demographic segmentation is what people usually 
think of when they are asked to define market segmentation. 
It categorizes people according to population or occupation 
characteristics. Common demographic sub-segments include 
age, gender, income, and occupation. This variable is used 
by public libraries to understand their customers. This is 
even relevant in a corporate library since this could define 
both collection development and services provided. However 
while this might be an easy way to segment markets, it is not 
the most effective. This is because demographic variables 
do not differentiate between customer needs. Psychographic 
segmentation separates customers according to personality, 
lifestyle, values, attitudes or opinions. Geographic data divides 
customers by location. Segments can be defined by zip/postal 
code, city, state/province, region, size, density, climate or 
country. Behavioural graphics is based on consumer behavior 
towards products and services. Sub-segments include time, 
place, occasions, benefits and product/service usage . Using 
these segments we can get a better understanding of our 
user’s reading and learning styles. After completing segmen-
tation analysis, libraries can better identify trends, patterns of 
usage, service, collection, and programming preferences, as 
well as barriers to using the library, most of which may have 
been previously not known. 
A growing number of public and academic libraries
use off-the-shelf (OTS) market segmentation systems like 
BusinessDecision and LibraryDecision to help with their mar-
ket segmentation. This is not always needed. Sometimes using 
simpler segmentation schemes may be more beneficial. The 
best way to segment markets is to examine customer needs 
and group those in some meaningful fashion. But realize that 
the “typical” customers are always evolving, so it is beneficial 
to regularly reassess their needs and the strategy of the overall 
organization and amend the library’s direction accordingly. 
Understanding the library’s users can lead to a growth in the 
number of customers; realize a higher return on investment 
(ROI) in resources and services; and increase the utilization 
of these resources (e.g., books, DVDs, databases etc.) across 
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Example of customers that look alike but behave differently 
Demographics Lifestyle needs Attitudes 
Woman, mid 40’s, 
married, Director 
of Marketing, MBA 
Two kids under 10, 
working mom, high 
stress job, competing 
priorities 
Extensive research tool availability from 
remote locations, information access 
through smart phone, training on how 
to use databases, well developed library 
website and ease of use (intuitive). 
Loves browsing through data herself, 
enjoys research, prefers reviewing reports 
and data and choosing what she thinks is 
relevant. 
Woman, mid 40’s, 
married, Director 
of Marketing, MBA 
Two kids under 10, 
working mom, high 
stress job, competing 
priorities 
Ready reports, customized research 
requests, push information 
All about convenience rather have only 
what she needs given to her and not have 
to review all the research. 
a higher number of people (in business terms to amortize or 
leverage their “sunk” investment in assets). This will get more 
senior leadership buy-in and will lead to greater influence 
within the organization. 
Value x Recognition = INFLUENCE 
CREATING CUSTOMER VALUE 
After market segments are defined, suitable information 
products and services must be developed for each group.
Customers are looking for relationships that deliver unique 
value. They want information services to solve their prob-
lems however; they also seek a level of satisfaction that goes 
beyond the intrinsic value of what they requested. By learning 
to tap into this deeper level of emotional satisfaction the library 
will increase customer loyalty and that will lead them to be 
more open to recommending the library’s services to others.
One way of gaining customer satisfaction is to provide “value-
added services”. This could include customized research, 
ongoing current awareness services, training and program-
ming that is relevant to the business and their ongoing learn-
ing and so on. Another way to view “value-added service” is 
the salient feature of having an internal information centre. 
This includes things like confidentiality, loyalty, knowledge of 
company culture, institutional memory, familiarity with cus-
tomers and the competition, being informed as to client pro-
files and development of in-house training programs to name 
a few. When this is added together the library is positioned to 
provide its customers with quality services that they could not 
substitute with anything else. 
Librarians get a broad understanding of the organization 
that they work with due to being brought into a variety of proj-
ects with different departments. Sometimes individuals get so 
involved in their own areas of expertise that they often stop 
thinking about the industry as a whole and how other areas 
could impact their own. Librarians can bridge this gap in a 
variety of ways. One way is by creating and providing general 
industry trends presentation (e.g. foodservice trends, retail 
trends, social media trends). This provides an added service 
and can enlighten the organization as a whole. Employees 
may often not know what they are looking for or what the miss-
ing link is in their research. The library’s users might think in 
silos and even though they might be provided with access to 
all available research they may not intuitively think of looking 
for it in the right place. Librarians are able to direct people in 
the right direction by either conducting searches or training 
and deciphering what they might be asking for. 
DELIVERING CUSTOMER VALUE 
Constructing a focused and balanced 
value statement 
A brief value statement needs to be created so that one can 
say with focus exactly what the library can do. This brief state-
ment would, in fact, create a positioning for all that follows. 
This value statement not only tells the customers what the 
library can do for them but also what the library’s motivation 
is (what they can in turn do for the library). Often the custom-
ers do not fully understand what a librarian can do for them. 
Value statements briefly summarize this for them. While value 
statements are qualitative in nature, value propositions are 
quantitative. The following value statement template can be 
used to help construct these expressions of value and then 
apply them to create and deliver customer value. 
Value Statement Template 
Based on our experience in (doing what, generally), we have 
the ability to (Contribute what, specifically) resulting in (type 
of business improvement) for (customers). 
examples: 
Based on our experience in building dynamic research collec-
tions we have the ability to provide insightful and actionable 
information resulting in timely, fact-based decisions by Maple 
Leaf employees. 
Based on our experience in information consultancy, we 
have the ability to connect users to internal experts or, exter-
nal, resulting in best practices and technology being applied 
in our product lines. 
Based on our experience in institutional collaborations and 
resource sharing networks, we have the ability to provide 
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resources that we do not currently hold resulting in wider 
access and time and cost savings for employees of Maple 
Leaf Foods. 
Based on our experience in facilitating user learning ser-
vices, we have the ability to provide one-on-one training, lunch 
n’ learns, webinars, book signings, and book clubs resulting 
in greater awareness of our internal and external resources for 
Maple Leaf Foods employees. 
Based on our experience in information acquisition, we have 
the ability to locate targeted content, ensure proper licensing, 
lower pricing and deliver this content resulting in wider access 
of all our paid resources for Maple Leaf Foods employees. 
Value proposition 
The library needs to show what it does and for whom in order 
for the customer to fully understand its role. The value propo-
sition is the best vehicle for this. For example, in the case of 
a corporate library, the focus is typically on providing informa-
tion resources to all the employees. 
The librarian must also have a clear understanding of the 
competition. Often, the digital world is seen as the biggest 
competitor and, at first glance, internet search engines such 
as Google seem like they can provide the same service for a 
lower cost. But a search engine provides thousands, if not mil-
lions, of results and the vast majority of them will be irrelevant 
or unreliable. For example, a recent Google search for market 
research on pies gave over 2.6 million results but most of 
them were about pie charts on a huge variety of unrelated top-
ics. Results such as this will obviously frustrate any user. The 
library, on the other hand, can use proper market research 
databases that are usually available by subscription only and 
that require a trained user to properly find the required results. 
The customer can then be given a summary report of only 
the most relevant information. The value proposition should 
address this. 
Tool: The Value Proposition 
The following tool is an example of one that can be used to 
help a library build a value proposition that clearly outlines 
for whom its services will be provided and why it is the best 
possible resource. 
Libraries have an opportunity to nurture their customer 
relationships and to establish meaningful relationships with 
potential customers. Libraries that become customer-centric 
—those that start from understanding their customers’ needs 
and develop products, services, and programs to meet those 
needs—will ultimately find success as a 21st century. 
MANAGING CUSTOMER VALUE 
The delivery of the service is not the end of the process. It is 
essential to follow up with the customers to ensure that they 
got what they were looking for. A lack of clarity in the initial 
request for the service or inadequate understanding of what 
was delivered might lead to an assumed shortfall and dis-
satisfaction with the service . What the customer requested 
and what the librarian interpreted might differ. Or, what was 
delivered and what was perceived to be delivered might differ 
and these gaps could lead to an unsatisfied customer. 
The librarian should always follow up with the customer to 
get them to open up about how they felt about the service pro-
vided. This is often done in the form of a customer satisfaction 
survey but that can be impersonal and not provide the cus-
tomer’s true feelings. Upon delivery of the service the librarian 
should speak with the client and ask open-ended questions. 
Did they get what they were asking for? Many customers are 
shy to complain to the service provider and the librarian may 
never know that they are unhappy unless they are asked. If it 
is found that the customer is not fully satisfied with what was 
delivered, the librarian will have to probe to find out what was 
lacking so that it can be provided it to satisfy the need. Or 
perhaps the customer got what was needed but they did not 
fully understand what they got. Rather than appear ignorant or 
uninformed many customers may feign an understanding that 
is not there. The librarian should dig a little deeper to make 
sure the customer can use what was provided and, if there are 
gaps, educate them. 
Once the librarian knows that the client’s need has truly 
been met and they fully understand and can use what was 
provided it can be shown that value has been provided and 
the customer is satisfied. Satisfied customers are the library’s 
best advocates. The library will be the first place they think 
of when they have a future need and, more importantly, they 
will do a lot of marketing in the library’s behalf by providing 
testimonials and referring additional customers. 
The library had provided value and the customer has recog-
nized this and is promoting the services. As was noted earlier, 
the product of these two factors is influence. Satisfied custom-
ers leads to more recognition and the influence of the library 
can only grow. This will naturally lead to even more projects, 
more satisfied customers and so on in a virtuous circle of 
increasing influence. 
CONCLUSION 
Libraries have to help their organizations understand their 
value. They need to speak to their customers and understand 
their needs then segment them into similar sub-groups and 
define each sub-group’s needs. It is essential to develop prod-
ucts and services to meet these needs then sell the customers 
on the benefits of using the library rather than other sources. 
Once that buy-in has been received, the library needs to 
deliver on what was offered and follow up to ensure that the 
customer is truly satisfied. If the service did not deliver as 
expected the librarian has to reevaluate what was done and 
deliver an improved solution. A satisfied customer can then 
be used to recruit new customers and provide testimonials 
to the organization’s decision makers. Libraries need to make 
marketing a core part of their strategy so that the connection 
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Part 1: what we do example: 
For (Target Market): • Sales (foodservice) 
Who want (what is the 
problem we solve for): 
• Understanding the market and 
the customer 
• Differentiation 
Our product is a 
(what is our portion 
of the “solution”): 
• Understanding the market and the 
customer 
• Information generation 
That features (key 
benefits provided): 
• Deep dive on market research. 
• Develop fact based stories (market 
and food trend reporting/forecast-
ing). 
• Visual representation of what value 
looks like (library) 
As measured by 
(how do our 
customers know 
we are delivering): 
• Allowing sales to focus on their 
core competencies 
• Increase sales 
• Successful negotiation 
• Increase usage of the library’s 
services 
between the services provided and the success of the overall 
organization becomes an obvious part of everyday encounters 
and the value of the library is clear. 
ENDNOTES 
1 Gary Armstrong et al., Marketing: An Introduction (Toronto: Pearson) 
2011: 6-12. 
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3 Marc Futterman, “Finding the Underserved: Close Examination Using 
Market Segmentation Can Reveal Useful Surprises about the People 
Your Library Is Leaving Behind,” Library Journal (2008), accessed April 
20, 2011. http://www.libraryjournal.com/article/CA6602835.html 
4 Ajay Sirsi. Marketing a roadmap to Success (Toronto: Pearson, 2010): 
49- 61. 
5 Kau Ah Keng, Jochen Wirtz, and Kwon Jung. “Segmentation of library 
visitors in Singapore: learning and reading related lifestyles,” Library 
Management 24(2003): 20 – 33. 
6 Jim Holden. The Selling Fox: A Field Guide for Dynamic Sales 
Performance (New York: Wiley, 2002): 83-85. 
7 Ibid. 
8 Ibid. 
9 Alan Middleton, “Tool #2: The Value Proposition” (lecture, Marketing 
Leadership Program, Schulich Executive Education Centre, Toronto, 
March 17, 2011). 
10 Ajay Sirsi. Marketing Led Sales Driven: How Successful Businesses 
Use the Power of Marketing Plans and Sales Execution to Win in the 
Marketplace (Bloomington: Trafford, 2005): 13-29. 
Part 2: why we 
will win 
Unlike (our main • Other libraries / library consultants, 
competitors) market research companies cus-
tomized services, research and 
advisory firms (e.g. Nerac) 
Our product • Dedicated librarian/researcher 
provides—key points • Purchase of targeted research 
of difference (reason information 
and emotional) • Team focused full time on MLF 
business and focused on the same 
outcome 
As supported by— • Physical spaces on location 
what makes our • Collaboration with marketing, 
difference possible? PD, sales and customers under one 
roof. 
• Seamless usage of research and 
facility due to the cross functional 
collaborative team 
• Senior management support 
As protected by— • Deep dive on market research. 
why the competition • Develop fact based stories (market 
can’t easily overcome: and food trend reporting / forecast-
ing). 
• Visual representation of what value 
looks like (library) 
And available at— • No additional spending required 
why it’s easier to get • Our strong relationships with cer-
than the competitors tain customers 
• Safe, secure environment to work, 
develop and innovate 
• By our investment to date in physi-
cal and human resources. 
• Confidentiality, trust 
• In depth knowledge of customer 
and company needs 
As measured by • Located close to where most 
(how do our employees work 
customers know • Support locations remotely 
we are delivering): • Close to many of our large cus-
tomer headquarters 
• Provide in-house training 
• Internal library website with easy 
access to all our resources that are 
already institutionally licensed 
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A Philosophy for 
Staying Current 
Rather than trying new tactics to adapt to change, consider 
embracing new attitudes and aptitudes that will make you 
excited about change. 
BY STEPHEN ABRAM, MLS 
I recently turned 58, and now I am look-
ing mortality square in the face. Well, 
not really. I don’t think about mortality 
or retirement much, despite having had 
a few life-threatening experiences. I
try to keep what is commonly called a 
youthful outlook—which, luckily, has 
very little to do with chronological age 
and much to do with being open to new 
or different ideas and experiences. 
I’ve found that many librarians have 
similar positive and flexible outlooks, 
which is understandable given our con-
stant need to adapt to changing profes-
sional norms and methods. I love that 
about our profession. We rock! 
This brings me to the theme of this 
issue of Information Outlook—the 
e-book revolution. This is another in a 
very long line of revolutions that have 
had an impact on librarianship, includ-
ing the Internet, the Web, online data-
bases, and mobile technologies. 
How do we get off the revolution 
roller coaster and develop a culture of 
flexibility, adaptability, engagement and 
excitement about change? Roller coast-
ers are a model of contradictions—dan-
ger, excitement, risk, ups and downs, 
fun and fear—much like the overall 
environment we find ourselves in today. 
At my age, I’ve been for a few rides 
through our changing world. 
Change is the new normal, so deal-
ing with every new shift as if it were 
a revolution seems like a haphazard 
strategy. Are there some personal phi-
losophies, attitudes and aptitudes that, 
when adopted into our professional and 
organizational cultures, will allow us to 
more easily and successfully enjoy the 
ride? 
Most “top 10” lists about staying 
current offer tried and true tactics for 
keeping up with the changes in the 
world. And that’s just what’s wrong with 
them—they’re tactical, not strategic.
Most tell you that doing some simple 
things will prepare you for change, but 
all they do is make you aware of change 
without endowing you with new behav-
iors and attitudes that will allow you to 
sail through. Yes, you can engage in 
these tactical activities and have some 
success, but I believe this approach 
won’t make as big a difference in your 
life as the 10 strategies outlined below. 
Play with vigor and intent. Everyone 
who knows me knows that I’m a huge 
proponent of play in the workplace. 
This isn’t just a matter of playing with 
new technologies and Websites; I also 
believe that fun and humor should 
enter our work lives on a daily basis. 
You can see opportunity in new things 
when you play. When you research or 
investigate something with your work-
place goggles on, sometimes you miss 
the bigger opportunities that are pres-
ent in the innovation. Occasional undi-
rected play at work frees the mind to 
explore new ideas. 
Successful people and work teams 
leave time for play, both alone and 
together. Play is not frivolous—on the 
contrary, it is one of the most potent 
learning strategies available. I also 
believe that happy teams having fun 
together is a predictor of workplace suc-
cess, employee retention, and lifelong 
health. Do you make time to play? 
Hang out with different people and 
people who are different from you.
Lately, I’ve been thinking about the 
echo chamber that is librarianship. I
worry that we listen too much to each 
other and not enough to others. This 
can affect the quality of our insights and 
decisions, and even our ability to com-
municate with our stakeholders. 
For example, how do our customers 
talk about their encounters with new 
information technologies? If we talk 
about “e-books” and they talk about 
“reading,” are we isolating ourselves 
from them? 
How diverse is the community of 
people you deal with? Are there enough 
non-librarians in your circle of con-
tacts (not including family members)? 
How about the demographic mosaic 
of gender, age, nationality, ethnicity, 
race, language and geography in your 
conversation zone? Is it diverse? Do you 
have personal experience with young 
librarians and young people? 
Don’t sit with your friends all the time 
STEPHEN ABRAM is a past president of SlA and is vice president of strategic partnerships and markets for Gale 
Cengage learning. he is an SlA Fellow and the past president of the Ontario library Association and the Canadian 
library Association. in June 2003 he was awarded SlA’s John Cotton Dana Award; in 2009 he received the AiiP 
Roger Summit Award. he is the author of a book, Out Front with Stephen Abram and a blog, Stephen’s Lighthouse. This 
column contains Stephen’s personal perspectives and does not necessarily represent the opinions or positions of Gale 
Cengage learning. Stephen would love to hear from you at stephen.abram@gmail.com. 
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info TeCh 
at events or conferences—you already 
know them! Mix it up. People from 
diverse backgrounds can approach 
issues, decisions and problems in dif-
ferent and still valid ways. If your peers 
are non-diverse, your thoughts and 
decisions are likely to be as well. 
Avoid the Eeyores. People who are 
negative or critical in the extreme, but 
devoid of critical thinking, are negative 
influences in your life. Critical thinking 
allows you to see weaknesses in an idea 
or argument and work toward correcting 
or improving these weaknesses. People 
who criticize but are devoid of ideas for 
improving the situation are best avoided 
in favor of spending time with others 
who focus on making the world of ideas 
a better place. 
If you’ve ever met a person who is 
a black hole and sucks all of the life 
and happiness out of every room and 
conversation, you know what I mean. 
As the economy gets worse, there seem 
to be more of these negative folks. Run 
toward the light! 
Read outside your comfort zone regu-
larly. How healthy and balanced is your 
bubble? (And, by the way, technology is 
not philosophically neutral.) If you aren’t 
reading and listening to things you don’t 
agree with, you need to start. 
I do not agree with some trains of 
thought and philosophies. For example, 
my personal thinking has little in com-
mon with those on the far right or the 
far left, but I make it a point to regularly 
watch and read commentaries from both 
extremes. I do this because I believe it is 
impossible to be fair or to argue for my 
own position (on libraries in particular) 
without understanding other points of 
view. And, radical though it may sound, 
sometimes these folks say something I
agree with! So I have reviewed my RSS 
feeds, Web alerts, e-newsletters, and 
apps and ensured that I am receiving a 
more balanced point of view. 
Fail often, but fail safe. The avoid-
ance of risk is death to growth and 
adaptability. You’re not learning to ski 
or skate unless you’re falling down. 
The opportunities to try new things are 
endless, and yet we seem to partake of 
them too rarely. 
Take small and manageable risks in
order to learn. It can be as simple as
meeting someone you don’t know, visit-
ing a new Website, changing your per-
sonal style of interaction—or something
even bigger, like loading new software
or changing a work process. Try to 
recall when you learned to ride a bicy-
cle. Remember the failures you experi-
enced, and then the sensation of your 
heart floating as you balanced tenu-
ously on your seat, pumping your legs 
and steering awkwardly left and right? 
Can you learn to ride a bicycle again— 
to schedule a daily risk-of-failure event 
until it becomes a habit and part of your 
work life? Start small, pilot and experi-
ment. Nurture and incubate. You’ll be a 
better professional for it. 
Be subversive. One of the most
delightful aspects of librarianship is
the subversiveness of information and, 
consequently, librarians. An informed 
decision is, by nature, subversive. An 
uninformed decision, one based on 
prejudice, misinformation, pure conjec-
ture or opinion, is more dangerous. 
Information professionals become 
subversive when they interact with new 
technologies as participants instead of 
as observers. For example, those who 
have engaged in social networking with 
Facebook or LinkedIn or Twitter, or 
have developed wikis or Websites, can 
speak more knowledgeably about the 
usefulness of these tools in their organi-
zations than can those who merely have 
an outsider’s opinion. If they do this 
before the technologies are really well 
known, they can become and remain 
trusted advisors about changing tech-
nology and research norms. 
Engage. Have balance. Don’t get so 
involved in your profession that you find 
yourself with too little time for entertain-
ment, vacations, travel, family, friends, 
and more. We are living in a very excit-
ing time, and participating in a very 
exciting profession. It would be easy to 
get swallowed up in it. However, to be 
swallowed up in our profession is to lose 
perspective and potential insights. 
The changes needed in our world 
today must come from balanced people 
who see that society is the sum of its 
parts and not just one corner of the 
universe. Bring your whole self to the 
party. 
Listen to your gut. Bio-feedback 
works. I have learned to listen to my gut 
and persevere when I don’t feel right 
about something. I am not saying that it 
is telling me to do or not do something. 
It is often telling me things that affect 
my direction and experience. 
My gut senses distrust faster than my 
mind. It tells me when something might 
be conflicting with my personal or pro-
fessional values or morals. My gut tells 
me when I’m not quite ready. My gut 
tells me when I have lingered too long in 
a lovely past paradigm that is now fail-
ing me. I trust my gut. Trust yours. 
Do and try. It’s not enough to be just 
an observer. Participate in the world 
as it changes. Comment and learn. 
Share. Write, blog, tweet, and converse. 
Experience comes from participation. 
The person watching the goldfish in the 
bowl does not understand the goldfish. 
You are not the center of the universe! 
Sometimes we forget this. In our infor-
mation world, it’s usually the end user 
who is at the center of our lives. The 
more we try to experience their world 
and understand how it differs from
our daily experience, the more helpful, 
powerful and insightful we’ll be. 
Dealing with change is more about 
your attitude than any tactic. These 
strategies are part of my personal mind-
set. I try to make them part of my life 
(and I fail often, too). 
One advantage I possess is that my 
SLA network is diverse. Over the years, 
I have attempted to ensure that my 
cohort of professionals kept growing—I
added mature experience to my network 
as a new librarian, and now I am adding 
youthful insight and energy. I ignore or 
walk away from negative energy. 
I believe it’s possible for everyone 
develop their own core philosophies 
about librarianship, management and 
staying current. The list above is one 
that, in hindsight, I have found useful 
over my career. I’ll need to think about 
whether to adopt more or new attitudes 
for the next 10 years. SLA 
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MARkeT ShARe 
Leverage Your Points 
of Difference 
knowing what makes you different and communicating that 
difference and the advantages it offers can help you create 
and strengthen your individual brand. 
BY JILL STRAND, MLIS 
Having just attended the SLA Annual 
Conference in Philadelphia, I’m 
impressed with how many excellent
sessions and speakers touched on the 
topics of marketing and alignment in 
such positive and powerful ways. It 
would be hard to summarize them all 
in this column, so if you have a chance, 
check out the online conference plan-
ner to find materials from the presenta-
tions (not all materials are available). 
I’m always looking for guest columnists, 
so if any speaker(s) impressed you, 
please let me know! 
In this column, I want to continue 
following the thread I started in last 
month’s column. Let’s look at Step 
2 of Dorie Clark’s “Reinventing Your 
Personal Brand,” from the Harvard 
Business Review (2010). 
Clark, a marketing and branding 
consultant, suggests leveraging your
“points of difference” by considering 
the following statements: 
1.What’s your unique selling 
proposition? 
What about you stands out as some-
thing that people will remember, or that 
will make them curious enough to want 
to learn more about you? How might 
you best communicate that? 
This issue calls to mind a presenta-
tion at SLA 2011 by principals Patrick 
Lamb and Nicole Auerbach of the 
Valorem Law Group. Titled “Delivering 
Value in Your Firm,” the presentation 
focused on how Lamb and Auerbach, 
after recognizing that the economic 
downturn was causing corporations to 
re-evaluate their costs for legal services, 
decided to start their own firm with a 
new approach. 
Rather than billing by the hour,
Valorem negotiates a customized fee 
arrangement whereby the firm actually 
has some “skin in the game” because 
its compensation is tied to a favorable 
outcome for the client. (While alterna-
tive fee arrangements such as this
are being adopted by many large and 
mid-size firms, few have given up the 
billable hour completely.) Valorem even 
offers a “value line adjustment” on its 
invoices that allows clients to adjust the 
bill up or down based on how much 
they value the service they received. 
This is a pretty radical billing concept, 
yet its client-focused approach has
helped Valorem grow to eight attor-
neys in just a few years. For some fun 
examples of how to phrase your own 
value proposition, check out Valorem’s 
Website and attorney bios at www.valor-
emlaw.com/index.html. 
2.Rather than re-invent your brand, 
reconfigure it to a new market. 
As part of their continuing education 
course titled “Thinking Strategically,” 
SLA members Rebecca Jones and 
Jane Dysart invited Donna Scheeder, 
deputy chief information officer with 
the Congressional Research Service at 
the Library of Congress, to speak to 
students. She recalled that while serv-
ing as director of law library services 
several years ago, she read an article 
about a Nobel Prize winner and lawyer 
collaborating to write a blog—this at 
a time “before blogs were considered 
serious information,” Donna said. 
Wondering if this blog should be digi-
tally preserved, she looked into it further 
and decided to approach her managers 
about pursuing the project. “These 
blogs were becoming a new initial step 
to scholarly publishing, and as such 
[they] had archival value,” Donna said. 
Take a cue from Donna’s experience 
and look around your own organiza-
tion. What departments could use the 
support or partnership of an informa-
tion professional? What skills and ser-
vices could you offer to the Marketing, 
Information Technology, or Human 
Resources Departments or to unique 
project management teams? 
3.Consider how previous experience 
can offer a different perspective. 
Recently, I spoke to a librarian who 
has spent much of her career in cor-
porate environments, as a researcher, 
library manager and independent con-
sultant. She had just accepted a posi-
JILL STRAND is director of the information Resources library at the law firm of Maslon edelman Borman & Brand, 
llP in Minneapolis. She is chair of professional development for the SlA legal Division and previously served as 
chair of the SlA 2011 nominating Committee, president of the SlA Minnesota Chapter, and chair of the Public 
Relations Advisory Council. She also served on the 2011 Conference Advisory Council. She can be reached at
jillstrand@gmail.com. 
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 MARkeT ShARe 
tion as the library manager in a govern-
ment agency. 
During her interview, when asked how 
she might handle a politically charged 
situation, she outlined a calm approach 
of open communication that sought to 
understand before trying to be under-
stood. She also provided examples of 
similar situations she’d experienced in 
the past and how she’d dealt with them 
successfully. The interviewers were 
impressed and noted that her answer 
and extensive experience convinced 
them they needed a “grown-up” (their 
actual words) in the position rather 
than someone with less experience 
who might become easily rattled or 
overwhelmed by certain challenges that 
often arise. 
4.Use distinguishing characteristics to 
your advantage. 
These characteristics can be physical 
in nature, such as one’s personal style, 
or more intangible, like a unique or non-
traditional background. For example, I
was struck by how the different clothing 
styles of SLA members Mallory Olguin 
and Tony Stankus (2011) help them 
stand out. Mallory, a government librar-
ian, has several tattoos, and while she 
takes care to impress her colleagues 
and patrons with her work before mak-
ing the tattoos visible, there are times 
when having the more “bookish” ones 
on show serves as an icebreaker and 
entree to further conversation. Tony, by 
contrast, is well-known for his dapper 
suits and snazzy bow ties, which are 
a good fit for his role as an academic 
librarian. 
Both Mallory and Tony are mind-
ful of what types of attire are consid-
ered appropriate and professional in 
their respective workplaces, but they 
aren’t afraid to let their individual styles
shine through. While I don’t have a 
particularly striking style of my own (a
fondness for twinsets doesn’t really
count), I have found that my back-
ground in trade publishing and corpo-
rate libraries sometimes helps me to 
stand out from the typical law librarian, 
particularly when the topic or task at 
hand involves marketing or business 
development. 
One of my favorite things about SLA 
is the wide range of personalities and 
experiences of my fellow members. So,
whatever makes you different, gives you 
an edge or highlights your brand, bring 
it out and let it shine! SLA 
REFERENCES 
Clark, Dorie. 2010. Reinventing Your Personal 
Brand. Harvard Business Review. Blog posted 
online on 22 November 2010. 
Olguin, Mallory, and Tony Stankus. 2011. 
Dressing Like We Mean It. Information
Outlook, 15(2): 8-11. 
SLA CAREER CENTER 
Find the right job in your industry. 
Post Resumes 
Search for Jobs 
Career Advice 
www.sla.org/careers 
Useful Resources 
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Agreements for 
Collaborative Works 
executing a written agreement before embarking on a 
collaborative project will help ensure that the collaboration is 
strong and can withstand any problems or issues that arise. 
BY LESLEY ELLEN HARRIS 
Let’s say you have a fabulous idea you 
want to use as the basis for a screenplay 
with a college buddy, or your library or 
organization is working with another 
organization to research and write an 
investigative study. In either case, you 
may need to consider developing a writ-
ten collaboration agreement. 
Begin with an Agreement 
Creating a written contract at the begin-
ning of a collaboration is always a good 
idea. This is especially true today, given 
the wide availability of online tools that 
allow for collaborations between people 
who are never in the same room and, 
in some cases, have never even met 
face-to-face. 
A written contract will ensure that 
all parties are clear about their obliga-
tions, rights and remedies within the 
collaboration; it may also help resolve 
disagreements and set out ways to deal 
with them. Equally important, if you 
are creating a book jointly with another 
person (a “joint work”), the first thing 
your agent or publisher will want to see 
is your agreement with the other person 
to ensure that both authors are of a like 
mind in exploiting the finished work. 
Prior to putting your collaboration 
agreement in writing, you should think 
about the collaboration itself. Is this 
a person/organization with whom you 
want to work? Are your work styles 
compatible? Are you concerned that 
this person/organization will violate the 
agreement? Do you have similar inten-
tions regarding the exploitation and 
distribution of the completed work? 
Both parties must have compat-
ible work styles and intentions and 
trust one another—these are essential 
before entering into a collaboration and 
developing a collaboration agreement. 
If these elements are in place, you 
will then need to discuss your working 
relationship, your respective rights and 
responsibilities, and your respective 
intentions for the finished work. 
Is it a Joint Work? 
Under Section 101 of the U.S. Copyright 
Act, a joint work is defined as “a work 
prepared by two or more authors with 
the intention that their contributions 
be merged into inseparable or inter-
dependent parts of a unitary whole.” 
The definition of joint work varies from 
country to country, so if you live outside 
the United States, review the definition 
of joint work in your country’s copyright 
statute. 
Copyright in a joint work is held jointly 
by all of its creators and authors. In the 
United States, this means that each
collaborator co-owns the copyright,
shares equally in royalties, and can 
license the work’s non-exclusive rights 
to a third party as long as the profits 
are fairly accounted for to the other
collaborators. 
An initial question that all collabora-
tors should discuss is whether each of 
them intends the work to be a joint work. 
There is a fine line between contributing
to a work and co-authoring a work. In 
the case of a written book, for example, 
the editor is not a joint author, whereas 
each person who contributes chapters 
to the book is a joint author and holds 
joint copyright in the book. (Under a 
different scenario, each author who 
contributes a chapter may assign his or 
her chapter to the editor or publisher 
rather than be a joint owner. This is 
yet another reason why an assignment 
needs to be in writing.) 
In the United States, if the collabora-
tors want to define their relationship 
differently than is set out in Section 
101, this must be stated in the written 
agreement. 
Define the Work and Roles 
Incorporated into your written agree-
ment should be a clearly articulated 
description of the work that you are 
jointly creating. Include at least a tenta-
tive title of the work and a brief, identifi-
able description of it. You can also add 
an outline of the work as an appendix to 
your agreement. 
This is also a good time to determine 
if the work will be an original work or 
if it will be based on earlier works by 
one (or more) of the collaborators. If 
the work is based on earlier works, how 
will the agreement affect ownership of 
those earlier works? Each author should 
warrant that he or she owns any earlier 
works and has the right to include the 
LESLEY ELLEN HARRIS is a copyright lawyer who consults on legal, business and strategic issues. She is
editor of a newsletter, The Copyright & New Media Law Newsletter, which is available at www.copyrightlaws. 
com. She also teaches SlA’s Certificate in Copyright Management program and maintains a blog on copy-
right questions and answers. The second edition of her book, Licensing Digital Content: A Practical Guide for 
Librarians, was published last year. 
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works in the collaboration. 
The role of each collaborator should 
be clearly stated in the written agree-
ment. For example, the agreement
should state what each person will 
deliver and in what time frame, and 
who will approve edits to the work (and 
whether those edits will be made by an 
editor or other person.) It should also 
delineate which collaborator(s) will deal 
directly with agents, publishers and 
others when it comes time to publish, 
distribute and exploit the finished work. 
Although one of the purposes of the 
agreement is to avoid the need for legal 
actions, it should address them to some 
extent. For example, the agreement
should state whether you will be jointly 
responsible if you are sued for copyright 
or trademark infringement, privacy or 
publicity rights, and/or libel or slander. 
Compensation and Credit 
The question of how compensation for 
the work will be shared needs to be 
addressed in your written agreement as 
well. It is likely that many of your earlier 
decisions, such as defining the work 
and the contributions each of you will 
make to it, will lay the groundwork for 
determining how compensation will be 
shared. You should also ask yourself 
how expenses relating to the work will 
be shared, including the timetable by 
which they will be repaid (hopefully 
from royalties and profits.) 
In terms of assigning credit for the 
work, the written agreement should 
include the names that will appear on 
the work and the order in which they 
will appear. Be sure to keep notes 
throughout the project on who contrib-
uted what so there is a record of actual 
performance to consult should disputes 
arise later. 
Prepare to Resolve Disputes 
It would not be fruitful to try to anticipate 
and create a framework for resolving 
every dispute or surprising event that 
might occur. However, you will likely 
save yourself some stress and money 
if your written agreement includes the 
procedures and mechanisms you will 
use to resolve some of the more com-
mon disputes and surprises. Some 
issues to consider are the following: 
•	 What happens if one of the authors 
withdraws from the project or it is 
cancelled? (I was once involved in 
a situation in which we cancelled 
the project and my co-collaborator 
thought he had full rights in our draft 
work.) 
•	 What happens if one of the authors 
dies? 
•	 If there is a legal dispute concern-
ing the work, how will it be resolved? 
Negotiation? Binding arbitration? 
Court action? If there is negotia-
tion or arbitration, where will it take 
place—in your own city or county, 
in a mutually agreed-upon city or 
county, or perhaps by phone? 
•	 If there is a court action, in which 
court (city, county, etc.) will the 
action be filed? 
•	 Which state’s, province’s, and coun-
try’s laws will apply to the written 
agreement? 
•	 Is the joint ownership agreement 
subject to the laws of Canada? The 
United States? Another country? This 
should be decided up front, because 
each country has different rules for 
joint ownership. 
•	 What happens to sequels and/or 
other products that build upon the 
work? 
Once you have resolved all of these 
issues, have a lawyer draft the col-
laboration agreement (or review it if 
you have already written it). Each con-
tributor should arrange for independent 
legal advice that represents his or her 
interests. 
Just as good fences make good 
neighbors, creating a thoroughly con-
sidered written agreement at the start 
of a collaborative work makes for good 
collaborators. By creating a written 
agreement, you are taking the time to 
test the strength of your collaboration 
and explore each other’s intentions, 
work habits and expectations. This will 
decrease the likelihood of disputes aris-
ing during the course of the collabora-
tion and, if they should arise, of their 
leading to an impasse or litigation. SLA 
Producing Articles for 
Academic Special Librarians 
Continued from page 21 
even in places where tenure is not 
offered to librarians, publishing typically 
is encouraged through the use of vari-
ous incentives. 
enhancing career mobility. Special 
librarians who have published multiple 
articles in journals such as these have 
ready-made answers to a question that 
is commonly asked by search commit-
tees: What makes you confident that 
you can fulfill our expectations that 
you publish? Even in universities where 
faculty status is not offered to special 
librarians, a candidate with a demon-
strated record of publishing in venues 
that matter seriously to the profession 
is generally regarded as bringing some-
thing extra to the table. In addition, 
since the journals that publish articles 
written by academic special librarians 
also publish articles from outside aca-
demia—indeed, non-university sources 
such as government agencies, corpo-
rations, private research foundations, 
museums and other cultural organiza-
tions account for about 10 percent of 
these journals’ content—academic spe-
cial librarians wishing to cross over to 
these other sectors will likely find their 
chances of being hired enhanced. 
We will revisit these university rank-
ings using the same criteria and the 
same set of key journals in 2016, using 
author affiliation data from 2011-2015. 
By making more academic librarians 
aware of this in advance, we predict 
that more of them will publish, enhanc-
ing their personal expertise and increas-
ing the depth of knowledge in their 
specialty as they join in the “rankings 
race” on behalf of their institutions. 
For a more detailed analysis of our 
findings, look for our forthcoming arti-
cles in Science & Technology Libraries, 
the Journal of Business & Finance 
Librarianship, and Practical Academic 
Librarianship. SLA 
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SLA – CONNECTING YOU WITH YOUR FUTURE 
Invest in SLA 
and invest in your future! 
Make the most of your SLA membership 
and enhance your career through unique 
and valuable member benefits, including:
Information Outlook Online – access Information Outlook
anytime, anywhere. The online version of SLA’s magazine is the 
source on trends and practices. Check it out today.
Click University™ offers most of its online content at no charge 
as an exclusive membership benefit. Included are educational 
webinars and REPLAYS of recorded webinars, 23 Things, and the 
SLA Innovation Lab. 
Wikis, blogs, discussion lists, and other social media tools allow you
to share information and advice with your colleagues. Explore and
expand your networking opportunities. Get the latest information
on everything from your chapter or division to the SLA Annual
Conference & INFO-EXPO in Philadelphia, Pennsylvania. 
For more information and to view a full list of SLA member benefits,
visit www.sla.org/membership and click Member Benefits. New 
benefits, services, and discounts are added frequently.
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ACS Publications Serves the Scientific 
Community with New Journals for 2012 
Responding to the needs of the global scientific community, in 
2012 the American Chemical Society will add two new peer-
reviewed journals to its portfolio of most trusted, most cited, 
most read journals. 
ACS Synthetic Biology will cover research in the expanding, 
interdisciplinary fields of synthetic biology and systems 
bioscience. Serving authors with the fastest time to 
publication in polymer science, ACS Macro Letters will report 
major advances in all areas of contemporary soft matter 
science in which macromolecules play a key role. 
Recognized worldwide for high quality and high citations, ACS 
journals rank #1 in citations or ISI Impact Factor in the 7 core 
chemistry categories and in 6 additional categories. 
ACS Publications is a division of the American Chemical 
Society, dedicated to advancing chemistry and the worldwide 
scientific community. Contact your ACS Publications Sales 
Representative for more information on institutional 
subscriptions to ACS Synthetic Biology and ACS Macro Letters. 
Visit pubs.acs.org/4librarians 
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